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CHAPTER ONE 
Introduc tion 
Cat tle are an important component of the South Dakota agricul-
tural e conomy .  S outh Dako ta cat tle production is also important for 
the nation; the s tate ranks 9 th nationally wi th 3 . 4 percent of the 
115 . 7  million head of the national cattle and calf inventory . The 
value of the s tate ' s inventory of ca ttle has changed in response to 
fluc tua tions in cat tle prices over the years . The following lis ting 
shows the changes in numbers and prices  for the beginning of years 1 9 7 7  
t o  19 82 ( 2 6) . 
Number o f  Head Average Price Cat tle 
Year (millions) To tal Value (Hundredweight) 
19 7 7  3 . 650  $0 . 6 81 billion 3 7 . 50 
19 7 8  3 . 9 25 $0 . 9 98 billion 4 9 . 40 
19 79 3 . 830  $ 1 . 194 billion 6 8 . 10 
19 80 4 . 010 $ 1 . 2 7 2  billion 6 6 . 00 
1981 4 . 100 $ 1 . 2 70 billion 59 . 10 
1982 3 . 9 00 $ 1 . 5 60 billion 6 6 . 91 
This data indicates  that while the ca t tle numbers changed very li t tle , 
the to tal va lue and average price of cat tle fluc tuated greatly . This 
vo latility in price makes it very difficul t for cattlemen to consis t-
ently maximize re turns from their lives tock and has a direc t impac t on 
farm income in South Dakota . 
While ·..:he South Dako ta live s tock producer de sire s  the best 
price for his produc t the day it is sold, he may no t always receive it . 
Information about alternative marke ting me thods and price s being paid 
at alternative marke ts is no t always available . If available, this 
information could lead to more efficient marketing . For example, jus t  
a one dollar annual increase in marke t  price of livesto ck would in­
creas e the value of commercial slaughter in South Dakota by approx­
imately $8 million/year . An increase like this would not only b enefit 
the lives to ck producer; bu t could resul t in s ignificant impac ts on the 
economic well-being of the entire s tate . 
South Dako ta ca t tle producers could poss ibly change their mar­
keting me thods and in crease their re turns . This s tudy was conducted , 
2 
in part , to provide background information on the cat tle indus try which 
may aid pro ducers in their marketing decisions . This s tudy was des igned 
to look at market channel uses ,  marke t information sources , cattle and 
calf uses , and personal characteristics of the South Dako ta b eef pro­
ducers . 
Prob lem S tatement 
The prio r  informa tion on marke ting prac tices and channels is 
outdated , from 1 9 7 2  or before ; and lit tle documented information is 
available on the personal charac teris tics of South Dako ta ca t tle  pro­
ducers . Becaus e  of this ou tdated and limi ted information , there is a 
need to acquire base period data to facilitate current and future re­
search in these areas . 
The new and updated informa tion develop ed in this  study , can 
serve as a bas is for more in-dep th res earch on cattle market ing in 
South Dako ta . Trends  in cat tle marketing can b e  identified , and this 
data can be dissemina ted to resear�hers  and producers in order to help 
them gain fur ther ins ight into an indus try which is an important part 
of the South Dakota economy . 
Object ives 
The general obj ec tive addres s ed in this thesis is  to s tudy the 
s tructure of and conduc t in South Dako ta ' s beef indus try at the pro­
ducer level . Specif ic obj ec tives are : 
1 .  To examine s elected s tructural charac teris tics of the 
S outh Dako ta beef marke t .  
2 .  To determine the magni tude of flows of cattle through 
exis ting South Dako ta marke ting channels and to de termine 
inflow and outflow of ca t tle for South Dako ta . 
3 .  To identify specific market ing methods and marke t channe ls 
us ed by South Dako ta cattle producers . 
4 . To examine s elected personal charac teris t ics o f  South 
Dako ta ca ttle producers . 
S cope and Outline o f  S tudy 
3 
The remainder o f  thi s chap ter deals with the review o f  litera­
ture . Procedures us ed to ac complish the ob j ec tives set  f orth in 
Chapter One are presented in Chap ter Two . A dis cus s i on o f  the develop­
ment of the producer level survey is also included in Chapter Two . 
A summary of background information ob tained with the ques tion­
naire is provided in Chap ter Three . The organization o f  the individual 
firms is also shown. 
The respondent indications of the type of cat t le marketed, 
weight groups marketed, and channel us e are addres sed in Chapter Four . 
Transportation me thods, cat tle des tinations, and market information 
sources are also addres sed in this chap ter . 
4 
The respondent indica tions of ca t tle purchased by purpose , 
weights purchased , and channels us ed are addressed in Chap ter Five. 
Cat tle imports  are ano ther area addres sed in this chapter . 
Conclus ions , limita tions , i�pl ications , and recommendations for 
fur ther research are presented in Chap ter S ix .  
Review of Literature 
A sele c tive review of marketing li terature examining market 
struc ture and marke ting methods ot the South Dako ta pro ducer follows . 
The review includes the areas of marke ting methods , market channel s  and 
s tructure , and market information sources . 
Bendt 
1 
Bendt ( 19 6 7) predic ted tha t if trends of the mid 1 9 60 ' s con-
tinued, auctions in South Dako ta would be even more important in the 
years ahead . Auctions handled approximately 48  percent of the cat tle 
marketed in South Dakota in 19 6 4 . Increas ed us e of auc tion market s  
indica ted a trend toward the decentrali zation of lives tock marketing , 
according to Bendt. 
Roth 
Ro th
2 3 
( 19 5 9) found tha t convenience to auctions and lower 
transportat io n  cos t s  were maj or reasons for producers us e of the auc tion 
market outlet . 
Auc tion managers cited the. telephone , personal contacts , radio , 
and newspapers as the most widely us ed means of communication to con-
tac t produc ers . South Dako ta auc tions were the maj o r  outlets for 
d h ll.·ves tock according to Ro th ' s res earch . s tocker , feeder , an o t  er 
Producers us ed the auc tion market for s tocker and feeder at a higher 
rate than they did for s laught er livestock . Ro th concluded that 
s laughter lives to ck were probably sought out by the packers . 
Gaarder 
7 
Gaarder ( 19 7 2) identified the beef indus try as producing 
5 
South Dakota's mos t  important agricul tural produc t . From 19 5 7  to 1970  
Gaarder found tha t auc tion markets had grown the mo s t  and the fas tes t , 
wi th public s tockyards decreasing for all South Dako ta cat tle and calves 
sold . By 1 9 7 0  auc tions were handling nearly two- thirds o f  the s tate ' s  
total cat tle marketing and public s tockyards about 1 2  percent . 
In Gaarder ' s  dis cus sion of lives tock marke t news , he reported 
that South Dako ta i s  limited in the dissemina tion of marke t news 
reports on South Dako ta lives tock prices , trade activi ty ,  and trends . 
The U . S .  Department of Agricul ture reports this inf o rma tion only from 
and about the Sioux Falls terminal marke t for South Dako ta . An auc tion 
market news repor ting service was operated on an experimental basis 
from 1 9 5 3-54 , but was dis continued in part due to funding problems . 
Gaarder sugges ted that wi th the expansion of cer tain channels , marke t  
news information should b e  broadened t o  cover direc t  sales and contrac t 
selling . He found that terminal and auc tion marke t price reports were 
generally given too late for producers to decide on s el ling or no t 
sel ling animals that day . The direct market price reports  are par tly 
forecas t s  that are control led by the packers ' needs f or tha t day or the 
next day , and the se reports ac tually serve as a disadvantage for the 
lives to ck producer . Gaarder sugges ted tha t an unb iased third party 
lives tock news sys tem would be useful . 
Nervik 
15 
Nervik ( 19 5 1) found that South Dako ta producers had various 
al ternative market outle ts for selling feeder ca ttle . H i s  survey 
showed that over 40 percen t of feeder cattle were sold through live-
s to ck auctions and nearly 3 5  percent through terminal marke ts . Trucks 
were the mos t  impor tant means of transportation from farms to markets 
6 
and f rom markets to feedlo ts . The timing o f  selling remained a prob lem 
for the feeder cattle producer , according to Nervik . 
Bolen 
Bolen
4 
( 1 9 7 9) described marke ting decis ions tha t farmers make . 
Information from the USDA was dis cus s ed ,  and the non-us e o f  USDA infor-
ma tion was due partly to the prob lem of t imelines s .  O ther med ia out-
le ts were found to present the market ing info rmation when needed . The 
radio was the favori te source of info rmation for the lives tock farmers . 
Commercial marketing services were also very importan t . U SDA report s , 
magazines , commodity news le t ters , and consul tations lagged behind in 
importance .  Bolen recommended that there b e  a sho rter gap between U SDA 
reports to improve the qual i ty of the information . 
7 
U . S .  Depar tmen t of Agriculture 
In format ion from this U SDA31 (1981) report covered the top ic of 
cattle cyc les . According to thi s  report , a cat tle cycle o ccurs becaus e 
of the b iologic time lag .in the produc tion process along with produc tion 
decision s  and o ther external forces . Eight cattle cycles have occurred 
s ince 1867 and three of thos e  have oc curred since 1949 . Cat tle inven-
tories peak j us t  prior to maj or l iquidation , and cattle for s laughter 
peak durin g  liquidation . A greater percen tage of availab le f eeder 
cattle usually go on feed dur ing the buildup phase, and during the 
buildup , cattle can be fed to heavier weights .  The cattle cycle reached 
its mos t  recen t  low poin t  in January 1 9 7 9 . External fac tors in fluen c ing 
a cat tl e  cyc le inc luded weather , feed grain exports , feed prices , 
consumer income and expendi tures , inf lation , and changin g  consumer 
preferences . 
Najaf i ,  Kuehn , and Kelly 
1 4  
Naj af i ,  Kuehn , and Kelly ( 19 79) iden tified var ious informa-
tion sources and commun ications channels that Wes t  Virgin ia farmers 
perceived as bein g  importan t  in planning and operating their business .  
They tes ted certain personal charac teris tics again s t  the information 
sources us ed . 
Magazines were found to be  the mos t  importan t  source o f  market-
ing and price in forma tion . The radio and newspapers were clas s i f ied as 
being the next in relat ive importa�ce . Magazines were the favored 
source when cro s s  tabula tions were run against years in farming , educa-
tion ,  and off-farm employment .  
From chi-square analysis i t  was found tha t the longer the 
respondent had been in busi ness , the greater value he placed on infor-
mat ion sources . The more educated respondents also at tached greater 
impor tance to o utside sources of inf orma t ion . 
U . S . Depar tment o f  Agricul ture 
30 
8 
Information from this USDA ( 1979 ) report covered the topic of 
structural changes in beef produc t ion in the Uni ted S tates. According 
to this report , changes have occurred in a relat ively short period o f  
time . Some of these changes were identif ied as : 
beef produc tion doub led in a period of only 2 0  years , 
cattle feeding has shifted away from a large numb er of small 
feedlo ts , 
the numb er of fed cat tle more than doubled during the 19 60 ' s ,  
cat tle feeding has shif ted to very large commercial feedlo t 
operat ions , 
struc tural changes in cattle feeding rather than cat tle rais ing 
have contr ibuted to dramatic increases in produc t ion , 
rela t ively high beef prices resul ting from increasing demand 
for b eef in the United States has encouraged expans ion , 
land resources formerly used in dairying , feed for works tock , 
and crop product ion have shifted to cattle rais ing , 
government commod i ty programs and tax pol icies enc ourage cat tle 
expans ion,  
par t- time farmi ng ,  which is compatible wi th ca ttle rais ing , is 
increasing ,  
government farm commodity programs , mainly feed grain price 
suppor ts , have encouraged �arge supplies and low and stab le 
feed grain prices , and 
ris ing consumer incomes have increased United S tates demand for 
fed beef . 
9 
This r eport concluded that struc tural changes will continue to 
occur in cattle feeding at a rapid rate . The technology of feeding 
cattle in large commercial feedlots is proven and will remain . The 
feedlo ts will remain a des irable cho ice , but may not cont inue to grow 
in size . 
The findings in this cursory review of beef marke ting literature 
will be compared with results of the survey conduc ted in this study 
whenever appropriate . 
CHAPTER TWO 
PRODUCER LEVEL SURVEY 
Introduction 
The scope of the survey and the procedures us ed to analyz e the 
survey are presented in this chapter . 
Scope of the Survey 
Because of the need for updated South Dako ta ca t tle marketing 
informat ion , the South Dakota Marke ting Survey of Ca t tle and Calves , 
was writ ten and conduc ted by the E conomics Department ,  South Dako ta 
S tate U nivers ity . ( See Appendix Table 1 for ques t ionnaire . ) This 
survey was given to a sample of South Dako ta cat tl e  producers via a 
telephone interview during the firs t  and s econd quarters o f  1981 . 
Table 2 . 1 contains a summary o f  the respondents by region ( a geographi-
cal breakdown) . A summary of  the respondents by s tra ta (size break-
down) is l is ted b elow : 
S trata Range o f  S trata (Head ) Number on Lis t  Survey Respondents 
1 1-9 9  15 , 319 9 9 7  
2 100-199  5 , 890 7 2 8  
3 2 00-2 9 9  2 , 807  5 16 
4 300-49 9  1 , 410 3 2 9  
5 500-9 9 9  9 5 6  2 9 0  
6 1000+ 288  so 
Total 2 , 9 10 
A to tal lis t  o f  South Dako ta cat tle producers is maintained by 
the South Dako ta Crop and Lives tock Reporting Service ( SDCLRS ) . Their 
lis t  of 2 6 , 6 7 0  producers was us ed to draw a repres enta tive sample of 
11 
Tab le 2 . 1 :  South Dako ta Cat tle Producer Survey Respondent s  by Dis trict 
Res ion Nmnber on Lis t  Surve� Respondents 
1 Northwes t 1 , 7 2 9  2 50 
2 North Central 3 , 2 53 3 6 3  
3 Northeas t 4 , 12 4  4 2 2  
4 Wes t Cen tral 1 , 7 2 8  2 2 9  
5 Central 2 , 736  304 
6 Eas t  Cen tral 5 , 183 534 
7 Southwes t 7 73 100 
8 South Central 1 , 9 2 9  1 9 4  
9 Southeas t 5 , 45 7  5 14 
To tal 2 , 9 10 
·-" 
lD,.UNOS 2 
IIUIII 
8lAO\.l 
1000 
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5 , 500 producers . The SDCLRS also cooperated by allowing the use o f  
their telephone intervi ewing fa cili ties . Ques tionna ires which reported 
no cat tl e ,  inaccessib le producers , or refusals were elimina ted leaving 
2 , 9 10 usable respons es . The usable ques tionnaires repres ent a sample 
of 1 1  percent of the s ta te ' s cat tle producers . The loca t ion o f  the 
2 , 9 10 responden ts is shown by dis trict  on Map 2 . 1 .  Because of the 
heavier concentra t ion of producers in the ea s tern part  of South Dako ta , 
a larger proportion of the to tal sample was taken from tha t area . 
The ques tionnaire was comprehens ive wi th some portions no t 
pertaining to all producers . The ques tionnaire was designed to ob tain 
the following informa t ion : 
1 .  Backgro und informa tion including personal da ta . 
2 .  Produc er purchases and marke tings o f  specif i c  ca t tle types 
broken down by use , number , breed , average weight when 
purchas ed or marke ted , town where purchased or marke ted , 
s ta te o f  origination or des tina tion , and type o f  marke t ing 
faci li ty us ed . 
3 .  Producer use o f  marke t informa tion . 
4 .  Producer us e of transportation for pur chas ing and marke ting 
ca t tle . 
One o f  the important func tions of the survey was to ob tain 
information on the personal charac teri s t ics of  individua l  producers . 
The analys is o f  these charac teristics may help to unders tand the 
dis rup tive forces of price and quant i ty in the changing ca t tle ma rke t .  
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How the respondents operate within the struc ture of the South 
Dako ta cattle indust ry is importan t .  Age , years of educat ion , typ e of 
farm organization , years engaged in cattle produc tion , and gross sales 
were important characterist ics ob tained through the quest ionnaire 
proces s . The s ignifi canc e of these personal characterist ics  upon type 
of marke t used , breed of ca ttle , us e of cattle , and market information 
used was t es ted as a part of this thes is study . 
Primary data collec ted by the survey during the firs t two 
quarters of 198 1  was the maj or source of data and informat ion used in 
this s tudy . Additional information obtained from the South Dakota 
Lives tock Sanitary Board and the South Dakota Crop and Lives tock 
Repo rting S ervice was used to a les ser extent in this analys is . 
Procedures U s ed to Analyze Survey Findings 
The survey data was analyzed so tha t direct comparison wi th 
previous years ' survey informa tion could be made . There also  we re 
data in this survey not found in previous South Dako ta cat tle producer 
surveys . 
Lengthy computer programs and sort ing rout ines using Sync s ort , 
Bas ic , Fortran , SPSS , and SAS were written to manipulat e  the large 
amo unt of data in thi s  survey . Some of the data were analyzed using 
the sample s i ze wh ile other analys is required expans ion of the data 
into proj ec ted population s ize . 
Frequency counts , cross- tabulations , and chi-square (a  non­
parame tric sta tistical tool)  were the methods of s tatis tical analysis 
u�ed to ob tain information for this thesis . 
Cross- tabulations show the frequency wi th whi ch one variab le 
is asso cia ted wi th another variable . Frequency counts and percentage 
of the to tal as sociated wi th each var iab le can be calculated from the 
15  
cells of a cro s s- tabulation table . For example , cross- tabulat ion cells 
show the frequency of respondents' age levels and their assoc ia tion 
wi th different cat tle breeds . 
The chi-square dis tribution is the probab ility dis tribution of 
the sum of squares of independent s tandard normal variab l es ( 1 2) . Chi-
square is  a s ta tis tical too l us ed to tes t  for d ifferences among actual 
dis tributions of variab les compared to their expected theoret i cal 
dis tribution . To do this , a contingency table of the var iab les being 
tes ted is cons truc ted wi th cell frequencies calculated for the exist ing 
rows and columns . The calculated cell ·frequenc ies are then compared 
to the expec ted cel l frequencies found in a chi-square tab le .  We can 
hypothes ize tha t : 
1 . H : there is no difference or dependence b e tween or among. 
0 
the variables tes ted . 
2 .  H1 : there is  a difference or dependence between or among 
the var iab les tes ted . 
If the calculated chi-square is larger than the expec ted chi-s quare , 
rej ec t the null hypo thes is . If the calculated chi-square is  smal ler 
than the expected chi-s quare, accept  the null hypo thesis . By its elf , 
chi-square helps one only to decide whe ther tes ted var iab les are 
independent or related . It  does no t tell how s trongly they are related . 
The s tatis tical tes ts were conduc ted usi ng the S ta t i s t i cal 
Package for the So cial S c i ences (SPSS ) (18 ) , the S tati s t i cal Analys i s  
System ( SAS) ( 3 ) , and o ther programs wri t ten for thi s  survey . 
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CHAPTER THREE 
STRUCTUR E  AND ORGANIZATION OF FIRMS 
Introduction 
This chapt er contains a summary of background informa tion 
ob tained from the cattle producer survey . Years of education , producer 
age ,  type of organization , gross farm sales, and years in business are 
compared by crop r ep or ting distri ct . Where possib le , dis tri c t  infor­
mation is compar ed to s tate information .  
This s tudy of the S outh Dako ta cat tle producer marke t b egins 
by addressing the s truc ture and organi zati on of the farm/ranch firms . 
In 1980 there wer e 2 6,914 known individual firms selling cat tle and 
calves in the s tat e (20) . Through use of producer leve l characteris tics 
supplied by the survey r espondents and information about their cat tle 
operations, infer ences can be  made about the organi za tion of the s tate 
cattle industry .  
Personal Characteris tics of Respondents 
A summary of personal characteristi cs of respondents from this 
survey is found in Table 3 . 1 .  
The respondents ranged in age from 1 4  to 83 years . The mean 
age of the respondents in the s tudy was 49 . 2  years . A direct  comparison 
of the mean age of respondents wi th the mean age of all farmers in 
South Dako ta , 4 8 . 5 ,  indicates that cattle producers are 0 . 7 years o lder 
than all farmers in S outh Dakota ( 2 9) . 
1 /  
Table 3 . 1: S elec ted Respondent Charac teris tics-
Percent 
Type Organi zation : 
Educa tion: 
Mean Educa t ion : 1 1 . 6  years 
Age : . 
Mean Age: 4 9 . 2  years 
85 . 0  
13 . 0  
2 . 0  
* 
2 7 . 0  
5 1 . 0  
20 . 0  
2 . 0 
2 . 0  
1 5 . 0  
1 8 . 0  
2 6 . 0  
2 7 . 0  
1 2 . 0  
Category 
Sole Propriet orship 
Partnership 
Corporation 
Other 
(years ) 
8 or les s  
9 - 1 2  
1 3  - 1 6  
1 7  or more 
(years ) 
2 5  or less 
2 5  - 34 
3 5  - 44 
45 - 54 
5 5  - 64 
65  or more 
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----------------------------------------------------------------------
Years in Business : 8 . 0  
16 . 0  
8 . 0  
1 1 . 0  
1 1 . 0  
14 . 0  
1 1 . 0  
11 . 0  
3 . 0 
5 . 0  
2 . 0  
Mean Years in Busine ss: 2 5 . 8  years 
1/  - Expanded population expressed as a percent . 
*Les s than 1%. 
(years ) 
5 or less 
6 - 10  
11  - 1 5  
1 6  - 2 0  
2 1  - 2 5  
2 6  - 3 0  
3 1  - 3 5  
3 6  - 40 
41 - 4 5  
46 - 5 0  
5 0  o r  more 
19  
The educa t ional level of respondents ranged from one to 22  
years . The mean educat ional level for cat tle producers was 1 1 . 6  years . 
The number of years in business  ranged from one to 76  years . 
The mean number of  years in bus ines s was 2 5 . 8  yea rs for the ca t tle 
producers answering this survey . 
Sole proprietors hip is the mos t  common type o f  farm organiza­
t ion a t  8 5  percent , according to the survey results . Sole proprie tor­
ship is  followed by par tnership a t  1 3  percent , and corpora tion at two 
percent . 
Gross  farm sales , comparing the survey and s ta te s ta t i s t ics , is 
shown in Table 3 . 2 . Twenty-two percent of  the respondent s  had gross 
sales of less than $ 20, 000 compared with 4 0  percent of  all s ta te 
farmers . Twenty-s ix percent of  the res pondents had gros s sales from 
$ 20, 000 to $ 39, 9 9 9  compared with 2 4  percent for all s ta te farmers . 
Thir ty- three percent o f  the respondents had gro s s  farm sales from 
$4 0, 000 to $99, 9 9 9  compared wi th 27  percent of all s ta t e  farmers . 
Nine teen percent o f  the respondents had gross sales o f  $ 10 0, 000 or more 
compared with nine percent for all s tate farmers . Ca t tle producers 
had a smaller perc entag e ,  compared to s tate  farmers , of sales less than 
$ 20, 000 ; and a grea ter percentage , compared to all s ta te farmers , of  
sales over $ 100, 000 . This indica tes tha t  a larger percenta ge o f  ca t tle 
producers in South Dako ta are in the middle to upper gros s  farm sales 
level when compared to all state  farmers .  
Table 3 . 2: Gros s  Farm Sales of Cat tle Producers and All S tate Farmers 
Percent 
Gross Sales Cattle Producers*
 All State Farmer s�:/ 
Less than $ 2 0 , 000 
$2 0 , 000 - $ 3 9 , 000 
$40 ,000 - $ 99 , 999  
$1 00 , 000 or more 
Total 
Number of Producer s: 
22  
26  
33  
1 9  
100% 
2 5 , 7 91 
! /1 97 8  Census of Agr icul ture 
* From Producer Survey , 19 80 Dollars . 
40  
24 
27 
9 
1 00% 
3 9 , 667  
20  
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District and S tate Ca t tle Producers by Years o f  Educa tion 
The number of years of educat ion completed by cat tle producers 
in South Dako ta is one of the producer level characteris t i cs of inter­
es t in this s tudy . Map 3 . 1  shows the s tate-wide brea kdown of educa­
tional levels for ca ttle producers . District nine had the largest  per­
centage o f  s tate ca t tle producers in the educa tional ca tegory 0-8 years 
at 24  percent . Dis tricts 6 and 9 ,  each a t  19  percent , had the larges t 
percentage o f  the s tate's producers in the education ca tegory 9-1 2  
years . Dis trict s ix had the larges t percentage of  producers wi th 13-16  
years of  educa tion a t  2 4  percent . Dis tri c ts 6 and 9 , each 1 8  percent , 
had the larges t  per centage of  the s ta te ' s  producers wi th an educa tion 
level of  17 or more years . 
Map 3 . 2  contains the breakdown of educa tional level s  for each 
of the individual dis tric t s . Dis tric ts 2 ,  3 ,  and 9 ,  individual ly show 
that 30 percent or more of their producers had an 8th grade educa tion or 
less .  The district with the larges t percentage of its  producers in the 
9-1 2  year educa tiona l  level was district seven at 58 percen t . Dis tricts 
1 through 8 have 5 0  percent or more of their producers wi th at least a 
high schoo l education or diploma . Dis trict nine was c lo s e  to  the o ther 
eigh t  dis tricts in this  category at 47 percent . District s ix had the 
larges t percentage o f  producers in the 13-16 year educa t iona l  l evel 
With 25 percen t  o f  i t s  producers attaining tha t level . Dis tricts  7 and 
8 have the larges t  percentage of their producers a t  the 1 7  or more years 
educa tional level wi th f ive percent and four percent , respe ctively . 
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Dis tric t and S tate Cat tle Producers by Age 
The age o f  the South Dako ta cattle producers is ano ther of  the 
producer level charac teris t ic s  of interes t in this s tudy . Map 3 . 3  
shows the s ta te-wide breakdown o f  age for South Dako ta cat tl e  producers . 
Compar ing the nine d is tr ic ts ,  d is tr i c t  nine contains the larges t per­
centage of s tate producers in the ca tegories of less than 25 years , 
35-44 years , 5 5-6 4  years , and 6 5  years or more . Also  comparing the 
nine d is tr ic ts , d is tric t  s ix contains the larges t percentage of s tate 
producers in the categories of  2 5-3 4  years and 4 5-5 4  years of age . 
Dis tric t seven c ontains the smalles t percentage o f  s ta t e  producer s  in 
each of the s ix age ca tegories , when comparing the nine d i s tr ic ts . 
Map 3 . 4  shows the breakdown of  age groups for the individual 
dis trict levels . D is tricts 1 ,  4 ,  and 7 ,  comb ined for the wes tern part 
of South Dako ta have the largest percentage of  cat tle producers over 
the age o f  6 5 . The middle por tion o f  South Dako ta , dis tricts 2 ,  5 ,  and 
8 ,  contribut.e the larges t percentage of producers less than 34  years of 
age . Dis tr ic t s  3 ,  6 ,  and 9 , the comb ined eas tern por t ion of South 
Dakota , contribute the larges t percentage to the middle age levels , 
ages 3 5  through 6 4 . 
Dis tric t and S ta t e  Ca t tle Producers by Type o f  Farm Organization 
The type o f  organi zation chosen by the cattle producer is 
ano ther charac teris tic of impor tance in this s tudy . Map 3 . 5 shows the 
state-wide breakdown of  the four types o f  organization chos en by 
producers . Looking at the individual organization b reakdown , d{s trict  
nine had the highes t percent of  state producers in the sole 
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proprietorship and partnership ca tegorie s , a t  2 1  percent and 1 8  per­
cent , respectively . Dis tric t two , at 1 7  percent , had the highest per­
centage o f  producers organized as corpora tions . The district  with the 
highes t percentage of the "Other" organiza tion category , was d is trict 
five at 2 3  percent . Looking at the s ta t e  map for type o f  organi za tion 
(Map 3 . 6 ) , the "O ther'' ca tegory is ac tually a sma ll percentage o f  the 
total s ta te ca t tle producers' organiza tion type . 
Map 3 . 6  shows the individual dis trict percen tages for the four 
types of organi za t ion . On a s tate-wide basis , sole proprietorship is 
the mos t prevalent type of organization for South Dako ta producers . 
The ranching regions o f  the wes t  and southwes t have higher percentages 
of partnership and corpora tion than do the eastern and northea s tern 
dis tricts of South Dakota . 
Dis tric t and S tate Ca t tle Producers by Gross Farm Sales L evel 
The dollar output for South Dako ta cat tle producers is an 
important charac teris t i c  of suc cess ful productio n .  Map 3 . 7 shows the 
state-wide breakdown of gross farm sales ca tegories .  The eas tern par t ,  
including dis tri c ts 3 ,  6 ,  and 9 ,  had a larger percentage o f  producers 
gross ing more than $500 , 000 in sales than the rema ining s ix dis tricts 
combined .  
Map 3 . 8  conta ins the breakdown o f  gross  farm sales ca tegories 
for the individual dis tricts . Di stricts 1 ,  2, 3 , 5, 6 ,  and 8 each have 
the highes t percentage o f  their distr�ct ' s  producers in the $ 4 0 , 000-
$ 99 , 000 ca tego ry . Dis tri c ts four and seven have the larges t percen tage 
of ' their ca t tle producers in the less than $ 20 , 00 0  ca tegory . Dis trict 
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1 100 
1 100 
1 1 00 
1 100 
1 1 00 
1 100 
1 100 
w 
� 
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nine has the larges t percentage of  its  cat tle producers i n  the $ 2 0 , 000-
$39 , 000 ca tegory . A small percentage of  s ta te ca t tle pro ducers , four 
percent or less for ea ch dis tric t , are in the $ 2 50 , 000  or more gross  
farm sales ca tegories . 
Dis trict and S ta te Ca t tle Produc ers by Years in Bus iness  
The number o f  years in busines s for a producer is closely 
associa ted with the age of the producer . The maj ority of  ca t tle pro­
ducers s tar ted in the bus ines s at a young age , many t imes with the help 
of their fa ther or o ther re la t ives . Map 3 . 9 shows the s ta te-wide b reak­
down of years in bus ine s s . While dis trict nine had the larges t  percent­
age of producers les s than 25 years of  age , it also had one o f  the 
larges t percentages of pro ducers that have been in bus iness less  than 
five years . Neighboring dis tric t s ix had the la rgest percentage o f  
producers i n  bus iness less than f ive years , when comparing all nine 
dis tric ts . Dis trict n ine had the larges t percentage o f  producers over 
the age of  65 , and also had the larges t percentage of  producers tha t 
have been in bus iness mo re than 45  years . 
Map 3 . 10 contains the breakdown of  years in bus iness ca tegories 
for the individual dis tricts . Dis tricts 2 ,  5 ,  and 8 contributed the 
largest per centage of producers less than 3 4  years of a ge and the 
smalles t percenta ge of producers that have been in bus iness  les s than 
10 years . Distr� c t  nine had the larges t percentage of producers that 
had b een in bus ines s over 4 5  years and als o  had the larges t percentage 
of producers age 65 or mo re . Dis tricts 3 ,  6 ,  and 9 (eas tern South 
Dakota ) combined have the la rges t percentage of  producers tha t have been 
Map 3. 9 :  Percentage o f  South Dako ta Cat t le Producers b y  Year s i n  Bus ine s s  b y  Dis t r i c t  
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Map 3 . 10: Percen tage of Dis tric t Ca t t le Producers by Years in Bus iness 
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Dis trict 0-5 6-10 11-15 16-20 2 1-25  2 6-30 31-35 36-40 41-45 46-50 50  or more Total 
1 Northwest  8 12 8 12 10 11 10 13 6 7 3 100 
2 North Central 8 11 8 13 14 16 12 10 4 3 1 100 
3 Northeas t 7 2 7  6 9 12 13 8 11 2 4 1 100 
4 Wes t  Central 8 10 4 13 9 15 13 11 6 8 3 100 
5 Central 8 14 8 11 10 13 12 15 3 3 3 100 
6 Eas t Central 11 15 9 7 12 17 11 11  2 4 1 100 
7 Southwest 12 13  9 8 6 14 7 10 5 9 7 100 
8 South Central 8 11 7 13 15 12 10 9 5 5 5 100 
9 Southeas t 8 14 9 13 11 13 15 8 3 5 1 100 w 
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in product ion les s than 1 0  years , compared to the other s ix d i s tricts 
o�  South Dakota cat tle produc ers . 
Personal Charac teri s t ic Averages o f  Sou th Dako ta Cat tle  P roducers 
Map 3 . 11 contains the averages for each dis tri c t  for years in 
bus ines s ,  years of education , and age . District seven producers have 
the larges t average numb er of years in bus iness at 2 9 . 36 years . 
3 �  
Dis tric t nine has the smalles t average , 2 2 . 46 , years i n  busines s .  For 
years of education , dis trict one has the highes t average a t  1 4 . 04 years . 
Dis trict three has the lowes t average years of  education at 1 1 . 25 years . 
Distric t  seven along with having the highes t average years in bus ines s ,  
als o had the highest average age for South Dako ta cat tle producers at 
5 3 . 29 years . Dis tric t three has the youngest average age for S outh 
Dako ta cattle producers a t  48 . 06 years . 
Map 3 . 11 :  Average Years in Bus iness , Years o f  Educ a t ion , and Age o f  South Dako ta Ca t t le Producers 
by Dis tric t 
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CHAPTER FOUR 
MARKETING DECIS IONS 
Introduc tion 
Market ing of ca ttle by purpos e ,  weight group , and channel i s  
the focus of this chap t er . South Dako ta ca t tle producer da ta available 
from the South Dakota Crop and Lives tock Report ing Service for 19 5 7, 
1964 , and 1 9 7 2  wil l  be compared to the current 1 980 survey da ta where 
pos s ible . 
O ther areas addres s ed in this chap ter include me thod o f  trans­
porting ca t tle to marke t ,  des t ina t ions of the ca t tle shipped out o f  
the s ta t e ,  and marke t  informa tion sources . The market informa tion is 
important to the producer when considering his al terna t ives of when and 
where to marke t his produc t .  Finally , this chap ter conta ins a presen­
tation o f  chi-s quare analysis resul ts . Chi- square was used to  tes t the 
s ignificance o f  int errela tionship s among producer characteris tics and 
type of marke t us ed , breed of ca t tle produced , type o f  ca t tle enter­
prise , and marke t information us ed . 
Producer Sources o f  Marketing and Purcha s ing Information 
In the 1 9 80 survey, producers were a sked to identify their top 
three sources o f  information used in decision making concerning the 
marke t ing and purcha s ing of cat tle . The mos t  of ten used marke t infor­
ma tion source was radio . The second most  of ten us ed marke t informat ion 
source was televi s ion .  The local newspaper was the third mos t  o ften us ed 
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Table 4 . 1 :  Producer Sources o f  Inf ormat ion for Market ing and Purchas ing 
Cattle 
F ir s t  Cho ice Second Choice Third Choice 
1 .  Radio 818  656  2 2 1  
2 .  Televis ion 6 8 8  6 0 8  2 8 6  
3 .  Sales b ills /reports 3 7 9  164 104 
4 .  Local paper 3 5 8  402 3 2 5  
5 .  Magaz ine 199 182 134  
6 .  Other 108 85 5 1  
7 .  Commiss ion Rep . 2 8  22  22  
8 .  U SDA 1 7  15 9 
9 .  No response 3 15 7 7 6  1 , 7 5 8  
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marke t  information source . Tab l e  4 . 1 contains a summary of the producer 
s ources of informa tion for market ing and purchas ing cat t l e . From the 
survey resul t s  1 , 75 8  or 60 per cent of the respondents indica t ed "no 
respons e" t o  the third source o f  market information used . This is  s ig-
nificant to this s tudy , as it sugges t s  tha t mos t  producers use les s 
than three sources o f  marke t ing information when making decis ions 
concerning the marke t ing and purchas ing of cattle . While weekly p r ices 
and USDA informa tion can b e  found in the printed media , up-t o-data 
information ob tained through local radio and televis ion was preferred 
by mos t  of the survey respondent s .  
Maj or Method of Transportation to Market 
In the 19 80 survey , producers were asked to identify the me thod 
of transportat ion us ed the maj ority of the t ime for transport ing their 
cattle to marke t . The four methods used , with frequency o f  respons e , 
and the percent o f  to tal were : 
Maj or Me thod Number o f  Respondents Percent o f  To tal 
1 .  Hired Truck 1 , 769 6 3% 
2 .  Self Hauled 808 29% 
3 .  Buyer Hauled 189 7% 
4 .  Other 14 1% 
Hiring a truck was the mo s t  frequently used method o f  t ransport ing 
cattle to marke t .  S ixty-three percent o f  the survey respondent s  used 
this method . Twenty-nine percent of the survey respondents transported 
their cattle to market themselves . A small percentage o f  o ther methods 
were us ed , acc ording to the respondents to this survey . 
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19 80 Ca t tle Marke ting Channels 
The maj or marke t channel op tions ava ilable to producers include 
public s to ckyards , farm auc tion , sales barn , and direct to the buyer . 
Table 4 . 2 contains the producers ' respons es to ques t ions concerning 
the market channels used . This table shows the p roducer choices o f  each 
of the nine crop repor ting dis tricts  for the four ca t tle categories and 
for all of the ca t tle marke ted . The four ca ttle ca tegories are 
slaughter cat tle and calves , s to cker and feeder ca ttle and calves , 
breeding and dairy , and other . 
Slaughter Ca ttle 
Responden ts from dis t ri c ts 6 and 9 marke ted the highes t percen t­
age o f  cat tle for slaughter at 5 4  percent and 5 3  percent , respec tively . 
Respondents in dis tricts 1 and 7 marke ted the smalles t percent o f  their 
cat tle for slaughter at nine percent and 10 percent respect ively . The 
s ta te to tal indica tes tha t respondents ut ili zed sales barn and the 
direc t method the mos t  a t  10 percent for ea ch channel .  Respondents 
from dis tricts 1 ,  2 ,  3 ,  4 ,  5 , 7 ,  and 8 indi ca ted sales barn as the mos t  
commo n means o f  marketing their slaughter ca t tle and calves a t  between 
nine percent and 1 4  percent . Producers in dis tricts 6 and 9 used 
public s tockya rds and direc t the heavies t of all nine dis tr i c t s  at 2 4  
percent and 2 1  percent , respec tively for market ing the ir slaughter 
cattle and calves .  
S tocker and Feeder Cat tle 
Of all four marketing categories , this ca tegory indi �ates the 
highes t percentage o f  marketing actio� by the producers at 5 7  percent 
Table 4 . 2 :  CATTLE AND CALVES :  Met hod o f  Farm and Ranc h  Market ing and Cla s s e s  Sold , Sout h  Dako t a , 
1 980  
Percent o f  A l l  Cat t le and Calve s Market ed o r  Sold Through : 
Market ing District Publ ic Stockyard s Farm Auc t ion Sales Barn D irec t Total 
Slaughter Cat t l e  and C alve s 
1 Northwest * * 9 * 9 
2 North Cen t ral 2 * 11 8 21  
3 Nor t heast 10 * 14 8 32  
4 We st C en tral * * 11  2 13  
5 Central 5 * 11  6 2 2  
6 Ea st Central 24 * 6 24  54  
7 Sout hwest * * 9 1 1 0  
8 South Cen tral 1 * 9 4 14 
9 Southeast 2 1  * 11  2 1  5 3  
State 9 * 10  10  2 9  
- - - - - - - - - - - - - - - - - - - - - - -- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -- - - - - - - - - -- - - -- - - - - - - - - - - - - - - -
Stocker and Feeder Cat tl e  and Calve s 
1 Nor t hwest 7 * 54 1 0  7 1  
2 North Centra l  3 * 5 9  4 66 
3 Northea st 5 * 47  6 58 
4 We st Cen tral 2 * 63 9 7 4  
5 Cen tral 1 * 57  5 63 
6 Ea st Cen tral 16 * 1 9  2 3 7  
7 Southwe st 2 * 66  9 7 7  
8 South Central 3 * 5 6  6 65 
9 Southea st 6 * 2 7  6 3 9  
State 6 * 4 5  6 57  
Breed ing and Da iry Calves 
1 Northwest * * 2 1 3 
2 North Central * * 2 2 4 
3 Northeast * * 2 2 4 
-con t . -
.p.. 
I-' 
Ta ble 4 .  2 :  CATTLE AND CALVES : Method of farm and Ranch Marketing and Clas ses Sold , South Dakota , 
198 0 ,  Cont inued 
4 West Central * * 2 2 4 
5 Central * * 3 2 5 
6 East Central * * 1 2 3 
7 Southwest * * 3 1 4 
8 South Cen tral * * 2 1 3 
9 Southea st * * 1 1 2 
State * * 2 2 4 
Other 
1 Northwest * * 13  2 1 6  
2 North Central 1 * 8 * 9 
3 Northea st * * 3 1 5 
4 We st Central * * 8 1 9 
5 Central * * 6 4 1 0  
6 Ea st Central 2 * 2 2 6 
7 Southwest * * 6 4 1 0  
8 South Central * 2 5 1 8 
9 Southea st 2 * 3 1 6 
State 1 * 6 2 9 
All Cattle and Calves 
1 Northwest 7 1 7 9  13 100 
2 North Central 5 * 8 0  1 5  1 00 
3 Northeast 15 1 67 17 100 
4 West Central 2 * 84 14 1 00 
5 Central 6 * 7 7  1 7  100 
6 Ea st Central 42 * 2 7  3 1  100 
7 Southwest 2 * 84 14 1 00 
8 South Central 5 2 7 9  14 100  
9 Southeast 2 9  * 4 1  30  100 � 
State 1 6  * 64 2 0  100 N 
*Very few or none marketed by thi s method . 
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of all beef marke ted , for a l l  nine dis tricts  toge ther . Each o f  the 
nine dis tric ts ' respondents indicated sal es barn as the mos t  prevalent 
means of marketing their cattle and calves in this category . Respond­
ents in distri c ts 1 ,  2 ,  3 ,  4 ,  5 ,  7 ,  and 8 marketed over 50 p ercent o f  
their ca t tl e  and calves a s  s tocker and feeder sales . 
Breeding and Dairy and O ther 
The respondents ind icated very li t tle marketing ac tion in this 
category , f ive percent or less , for each of the nine dis tric t s . Only 
four percent of the ent ire state ' s  ca ttle marketing to tal was in this 
category . The informat ion ga thered in this survey do es indicate that 
the producers sel ling cat tle and calves in this category used e i ther 
the sales barn or d irec t method o f  marke ting . 
The o ther category included calves sold in cow/ calf pairs , 
cat tle sold for rodeo purpo ses , and ca ttle sold as unknown . Only nine 
perc ent of the s ta t es ' cattle are marke ted in this category according 
to the survey responden ts . For each o f  the nine dis tric ts , s ales barn 
was the mos t  o f ten used channel ,  excep t for dis tric t s ix where 
producers showed a sp l i t  pref erence for pub l ic s t ockyards , sales barn , 
and d irec t . 
All Cat tle and Calves 
A collect ive summary of the four sales ca tego ries is f ound under 
all ca t tle and calves in Tab le 4 . 2 . Sales barn was the mos t  used means 
o f  marke t ing cattle f or all South Dako ta producers . Sixty- f our percent 
of all cat tle marke ted go through a sales barn . All dis tric t producers , 
excep t dis trict s ix producers , indicated sales barn as the mos t  o f ten 
used market ing channel . Dis trict s ix producers ind ica ted that pub lic 
s to ckyards was the mos t  popular marke ting out l e t  for their dis tric t . 
Perhaps this is becaus e o f  the location o f  the S ioux Falls S tockyards 
in dis trict s ix .  
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Accord ing to the respondents o f  the producer survey , over 2 . 3 
million cat tle were market ed in South Dako ta in 19 80 via e i ther pub l ic 
s tockyards , farm auct ion , sales barn,  or d irect to the buyer . 
Marke t Channe ls - 195 7 ,  1964 , 19 7 2, 19 80 
A summary comparing survey resul ts from 195 7 ,  1964 , 197 2 , and 
1980 for marke ting methods by ind ividual distric ts , is contained in 
Tab les 4 . 3 , 4 . 4 ,  4 . 5 , and 4 . 6 .  Each of the nine dis tric ts underwent 
changes in producer cho ic es of market ing channels selected and typ es 
of cattle  market ed over the years o f  comparison . 
S laughter Cattle and Calves 
Comparing . the four years o f  da ta in Table 4 . 3 ,  producers in all 
nine dis tric ts rep o r t ed a cont inual decrease in the use of public 
sto ckyards when marke ting s laughter cat tle and calves . Producers in 
each of the nine dis tricts indicated mixed increases and decreases for 
the market ing channels o f  auc tion and direc t to the buyer when comparing 
the four years of da ta . The s tate percentage o f  slaughter cat t le and 
calves marke ted through the auc t ion channel went up s l ightly from e ight 
percent to 10 percent from 195 7  to 1980 . The s tate p ercentage for the 
direct to buyer channel increas ed from seven percent in 195 7  to 14 
percent in 197 2  and then dro pped to 10 _perc ent in 1980 . 
Comb ining pub l ic s tockyards , auct ion and direct into a total 
category , one can see there was a decline in producer marke t ing of 
Table 4 . 3 :  CATTLE AND CALVES : Method of  Farm and Ranch Market ing and Classes Sold , South Dako t a , 
1957 , 1964 , 1972 , and 1980 
Percent of  all a t t l e  and calves sol to  or t hr ou h 
Publ ic Stockyard s Auc t ion=- Direc� To tal  
Distr ict  1957 1964 197 2  1980 1957 1964 1972  1980 1957 1964 197 2  1980 1957 1964 197 2  1980 
S laughter Cat t l e  and Calves 
1 Northwest 4 2 * * 9 11 13 9 3 3 12 * 16  16  25  9 
2 N .  Central 16 12 1 2 13 12 10 11 11 14 22  8 40 38 33 2 1  
3 Nor theas t  26  21  10  10 11 7 5 14 16 1 7  19  8 53  45  34 32 
4 W .  Central 5 2 1 * 12 11 13 11 2 2 11 2 19 15 25 13 
5 Central 15 13 7 5 7 8 11 11 9 16  12  6 31  37  30  22  
6 E .  Central 60 52 31  24 5 3 5 6 10 14 7 24  75  69 43 54 
7 Southwes t  9 6 3 * 9 8 9 9 2 6 2 6  1 20  2 0  3 8  1 0  
8 S .  Central 17 13 12 1 7 7 7 9 3 4 7 4 2 7  24  26  14  
9 Southeas t 68 52 33 21  5 5 6 11  5 15 11 2 1  7 8  7 2  50 5 3  
State 28 21 13 9 8 8 8 10 7 12  14 10 43  4 1  35  2 9 
-
l/Method of  market ing is f irst  po int o f  sale by South Dako ta farm and ranch opera t or s . Doe s  not re-
f lee t resales by dealers and trader s . 
�/All other method s inc lude interfarm sales ,  contract sales , sales t o  order buyers , direct t o  packer s , 
etc . 
*Very few or none marketed by this method . 
+:-­
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cattle in the s laugh ter ca ttle and calves category . In 195 7 ,  producers 
indicated that 43 percent o f  their cat tle were marke ted as s laugh t er 
cat tle and calves . In 1 9 80 , the marke ting percentage had dropped to 
29 percent accord ing to the respondents _ in this survey . 
Stocker and Feeder Cattle and Calves 
Tab le 4 . 4 contains the producer information concerning the 
marke t ing channels us ed for s tocker and feeder ca ttle and calves for 
the four year s o f  comparison . Use of the public s tockyards marke ting 
channel dec lined according to the re spondents of the individual 
dis tric ts ,  excep t for d is tric t s ix producers . This dis trict shows a 
producer increase in the use o f  public s tockyards from 1 2  percent in 
19 57  to 1 6  percent in 1980 . The s tatewide percentage o f  cat tle 
marke ted as s tockers and feeders through publ ic s tockyards decreased 
over the four year s o f  compar is on . 
Looking at the auc tion marke ting channel in Tab le 4 . 4 ,  producers 
in each of the nine dis tric ts indicated an increas e in the use of thi s 
channel from 25 percent in 1957  to 45 percent in 1980 . This 2 0  p erc ent 
increased usage of the auc t ion channel may be par t ly due to an increase 
in the marketing s o f  cattle as s tockers and f eeders as wel l  as an 
increased usage of auc t ion marketings by South Dako ta producer s . 
The direc t marke t ing channel usage declined from 195 7  to 1980  
for a l l  of  the dis tricts excep t f o r  dis tric t  nine . Distric t nine 
producers indicated a s light increase in the use of the direct channel ,  
from three percent in 1 9 5 7  to six percent i n  1980 . The to tal s tate 
producer us e of  the direc t  method of marke ting s tocker and feeder cat tl e  
and calves decreased from 18  percent in 195 7 t o  s ix percent i n  1980 . 
Table 4 . 4 :  CATTLE AND CALVES :  Method of Farm and Ranch Marketing and Classes Sold , South Dakota , 
1957 , 1 964 , 1972 , and 198 0  
Public Stock�ards 
Percent of all 
�
attle and calves sol� to or through Auct ion! Direct! Total 
District 1957 1 9 64 1 972  1980 1957  1964 1972  1980 1957  1964 1 9 7 2  1 980 1 95 7  1 964 1972  1980 
Stocker and Feeder Cattle and Calves 
1 Northwest 11 9 3 7 2 9  45  41 54 38  25 22  10 78 7 9  6 6  7 1  
2 N .  Central 9 7 6 3 3 1  4 1  44 5 9  1 5  9 10  4 55  5 7  6 0  6 6  
3 Northeast 9 8 6 5 21  3 5  30 4 7  10 7 24 6 40 50 60 58 
4 W. Central 9 6 4 2 34 51  39  63  33  26  23 9 7 6  83  6 6  7 4  
5 Central 7 4 2 1 35  44 44 57 20 1 0  17  5 62 5 8  63 63 
6 E. Central 12 13 12 16 6 12 11 19 5 4 28 2 23 29 51 37 
7 Southwest 6 2 1 2 34 55 43 66 34 1 9  10 9 74 7 6  54 7 7  
8 S .  Central 6 6 4 3 40 58 45 5 6  24 10 17  6 7 0  7 4  66  65  
9 Southeast 7 8 11 6 9 16 15 27  3 2 19  6 19 26 45  39  
State 9 8 6 6 25 38 33 45 18 1 0  1 9  6 52  5 6  5 8  5 7  
l/Method of market ing is  first point of  sale by  South Dakota farm and ranch operators . Does not re-
fleet resales by dealers and traders . 
�/All other methods include interfarm sales , contract sales , sales to order buyers ,  direct to  packers , 
etc . 
+:'­
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This  12 percent decrea s e  in the d irec t market ing usage may be a t tr ib­
uted to producer changes in the category of cat tle  marke ted , e . g .  more  
s tocker and f eeder cat tle  as  a percent of  to tal South Dako ta cat tle 
marke t ings . 
Comb ining publ ic s tockyards , auc t ion ,  and d irect int o  a to tal 
category , there was a sl ight increase in producer marke t ing of  s tocker 
and feeder cat tle . Accord ing to the table , producers marketed 52 per­
cent of their cat tl e  as s tockers and f eeders in 195 7 ,  56 percen t  in 
1964 , 58 percen t  in 1 9 7 2 , and 5 7  percent in 1980 . 
Breeding, Dairy Ca t tl e  and Calves , and Others 
Tab le 4 . 5  indicates that a small percentage of  South Dako ta 
cattle  were marketed in this category . The pub l ic stockyard marke ting 
channel contains very l i t tle market ing act ion or  market ing changes by 
producers in any of  the nine d is tric ts . Producers marketed two percent 
or less of their b reed ing and dairy cat tle  and calves via the public 
s tockyards during the four years of  comparison . 
The auc t ion channel for market ing breeding and dairy cat tl e  
increased f o r  producers of  a l l  nine dis tric t s . In part icular , 
producers in dis tricts  1 ,  2, and 4 ,  indicated an increase ranging from 
eight percent in 19 5 7  to 1 2  percent in 1980 . The s tate  total for  
auc t ion marketing increased from one p ercent for  s tate producers in  
195 7 to eight percent for s ta te producers in  1 9 80 . 
The producers using the d irect marketing channel made  very f ew 
changes from 1 9 5 7  to  1 9 80 . Table 4 . 5  indicates that the producers from 
each of  the nine dis tric ts  changed very little  in their decision  to 
market direct  to the buyer from one year to the next . The s ta t e  
Table 4 . 5 :  CATTLE AND CALVES : Method of  Farm and Ranch Market ing and Classes Sold , South Dakota , 
195 7 , 1964 , 1972 , and 1980  
Public Stockyards 
Percent of  all lattle and calves solq to or through 
Auction!. Direct.�] Total 
District 195 7  1964 1 97 2  1980 1957 1964 1 97 2  1980  1957  1964 197 2 1980 1 957  1 964 197 2 1980 
Breeding , Dairy Catt le and Calves , and Others 
1 Northwest * * * * 3 3 3 15 3 2 6 3 6 5 9 19  
2 N .  Central * 1 * 1 1 2 4 10  4 2 3 2 5 5 7 13 
3 Northeast 2 1 * * 1 2 4 5 4 2 2 3 7 5 6 9 
4 N .  Central * * * * 2 1 3 10 3 1 6 3 5 2 9 13 
5 Central 1 1 * * 2 3 5 9 4 1 2 8 7 5 7 1 5  
6 E .  Central 1 * 1 2 * 1 2 3 1 1 3 4 2 2 6 9 
7 Southwes t * * * * 2 2 5 9 4 2 3 5 6 4 8 14 
8 S .  Central * * * * * 1 4 9 3 1 4 2 3 2 8 11  
9 Southeast 1 * * 2 1 1 3 4 1 1 2 2 3 2 5 8 
State 1 * * 1 1 2 4 8 3 1 3 4 5 3 7 13  
!/Method of marketing is first point of sale by South Dakota farm and ranch operators . Does not re-
fleet resales and traders . 
l/All other methods include interfarm sales , contract sales , sales to order buyers , direct to packers , 
etc . 
*Very few or none marketed by this method . 
+:-­
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percentage change for the direct channel increased only s l i ghtly from 
three percent produc er use in 19 5 7  to four percent producer use in 
1980 . 
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The combined marketing of breeding and dairy cattle through 
pub lic s tockyards , auc t ion and direc t is conta ined in the to tal column 
of Table 4 . 5 .  Producers in each o f  the nine distric ts indicated an 
increase from 19 5 7  to 19 80 for their market ing in this category . 
According to the survey resul ts , the sta te percentage incr eased from 
f ive percen t o f  producers marketing their ca ttle in this category in 
1 9 5 7  to 13 percent of producers marketing their cattle in thi s  category 
in 198 0 � This eigh t  percent increas e indicates a producer change from 
marke t ing cat tle in o ther categories to market ing more cat tl e  as 
breeding , dairy ca t tl e  and calves , and o thers . This may b e  due to mo re 
produc ers in these ca tegories or a change by exis ting producers . No­
conclusion can b e  drawn as to how the actual change o ccurred . 
All Cattle and Calves 
The information in Tab le 4 . 6  indicates that market ing channel 
decis ions made by producers , when cons idering all cattle and calves , 
have changed during the four years o f  comparison . Whi le producers in 
all nine di s t ricts have decreased their us e of public s to ckyards and 
increas ed the�r use of auc t ion marke ting , the direct market ing us e was 
m�xed . Producers �n dis tricts 1 , 2 , 3 ,  4 ,  5 , 7 ,  and 8 indica ted a 
decrease in the market ing channel o f  public s tockyards and dire c t  to  
the buyer ; and an increas e in their decis ion to us e auc tion marke t ing . 
Dis tric t 6 and 9 , b o th located in the eas tern part o f  South Dako ta , 
indi ca te producer decis ions to decreas e the ir use o f  pub li c  s tockyards , 
Table 4 . 6 : 
Distr ict 
1 Nor thwest 
2 N .  Central 
3 Northeast 
4 W. Central 
5 Central 
6 E .  Central 
7 Southwest 
8 S .  Central 
9 Southeast 
State 
-
CATTLE AND CALVES : Method of Farm and Ranch Market ing and Classes Sold , South Dakota , 
1957 , 1 964 , 1 972 , and 1 980 
Publ ic Stockyards 
1957  1964 1 97 2  1 980  
15 11 3 7 
25 20 7 5 
37  30  16 15 
14 8 5 2 
23  18 9 6 
7 3  65 44 42  
15  8 4 2 
23  19  16 5 
7 6  60  44  2 9  
38 2 9  19 16 
Percent of all �attle  and calves sold to or  through 
Auction!/ Direct�/ Total 
1957 1 964 197 2  1 980  1 95 7  1964 1 97 2  1 980  1 957  1 964 1 97 2  1 98 0  
Al l Catt le and Calves 
41 59  5 7  80  44  30  40  13  100  100 100 1 00 
45 55  58  80  30  2 5  35  15  100 1 00 100 100 
3 3  4 4  3 9  68 3 0  2 6  45  17  100 1 00 100 1 00 
48 63 55 84 38  29  40  14 100 1 00 100 1 00 
44 55 60 7 7  3 3  2 7  3 1  1 7  100  100 100 1 00 
11 16  18  2 7  16  1 9  3 8  3 1  100 1 00 100 1 00 
45  65  57  84 40 27  39 14 100 1 00 1 00 1 00 
47  66  56  81  30  15  28  14 100 1 00 100 1 00 
15  22  24  41  9 18 3 2  3 0  100 1 00 100 1 00 
34 48 45 64 28 23 3 6  2 0  100 100 100 1 00 
l/Method of market ing is first point of sale by South Dakota farm and ranch operators .  Does not re-
flee t resales by dealers and traders . 
�/All other methods include interfarm sale s ,  contrac t sales , sales to order buyers , direct to packer s , 
etc . 
lJ1 
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but increase their use of both auc tion and direct marke ting channels . 
The producers in the remaining seven districts have continued to 
decrease their use of the direct marketing channel . 
Marketing by Purpose  and by Weight  Group , 19 7 2 , 1980 
A summary of  survey resul ts  from 19 7 2  and 1980  for respondent 
marketing by purpose , and respondent marketing by weight groups , is 
contained in Tab les 4 . 7 ,  4 . 8 , and 4 . 9 .  Each of  the nine dis tricts 
exhibi ted respondent changes in purpos e of  the cattle marketed and 
changes in the weight groups marketed . 
Cattle Marketed by Purpose, 19 7 2, 1980 
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Each o f  the dis tricts have indicated some producer changes in 
the p ercentage of cat tl e  marketed by purpos e from 19 7 2  to 1980 . Table 
4 . 7  contains a summary of  this data . 
Al though the percentage rate at  which producers marketed feeders 
remained the same from 19 7 2  to 1980 , a closer look at  the dis trict  
changes in  Tab le 4 . 7  reveals some differences . Producers from dis tricts 
1 ,  2 ,  4 ,  7 ,  and 8 indicate that they marketed a larger percentage of 
cattle as feeders in 1980 than they did in 19 7 2 . Although the percent­
age change is  smal l  for producers from districts 1 and 2 ,  there is an 
increase of more than 10 percent for producers from dis tricts 4 ,  7 ,  and 
B .  Producers from dis tricts 3 ,  6 , and 9 marketed fewer cattle as 
feeders in 1980 than they had in 19 7 2 . The decrease for producers in 
dis trict six was subs tantial , from 51 percent to 37 percen t . Producers 
in district  five marketed the same percentage o f  their cat tle  as feeders 
in 1980 as they had in 19 72  at 63 percent . 
Table 4 . 7 :  CATTLE AND CALVES : 
Feeders 
District 19 72  1980 
1 Northwes t 66 7 1  
2 North Central 60 66 
3 Northeas t 60 5 8  
4 West  Central 66 76  
5 Central 63 63 
6 Eas t Central 51 37 
7 Southwes t 54 7 8  
8 South Central 66 7 2  
9 Southeas t 45 39 
S tate 58 58 
Farm and Ranch Marketings by Purpose ,  South Dakota , 1972  and 1980 
Percent Marketed by Purpose 
Breeding , Dairy , 
Slaughter Replacement and Othe·r Total 
1972  1980 19 72  1980 197 2  
25  10  9 19 100 
3 3  21  7 13 100 
3 4  3 2  6 10 100 
25 13 9 11  100 
30 22 7 15  100 
43 54 6 9 100 
38  10 8 12 100 
26  16 8 12  100 
50 5 3  5 8 100 
3 5  3 0  7 12  100 
1980 
100 
100 
100 
100 
100 
100 
100 
100 
100 
100 
IJl 
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The percentage o f  total cattle marketed as slaughter cattle in 
South Dakota dropped from 3 5  percent in 1 9 7 2  to 30 perc ent in 1980 . 
Looking at  the d is tr ic ts individually in Table 4 . 7, producers in 
d istric ts 1, 2, 3, 4, 5 ,  7 ,  and 8 reduced the percentage of cattle 
marketed for slaughter in 1 9 8 0  from what they had marke ted in 19 7 2 . 
The reduc tions that the producers in distric ts 1 �  2, 4, 5 ,  7, and 8 
made were substant ial a t  a 1 0  percent or more change . Producers in 
dis tricts 6 and 9 increased the percentage of cattle marketed for this 
purpos e  wi th an 1 1  percent and three percent increase , respec t ively 
from 1 9 7 2  to 1 9 80 . 
The state percentage rate at  which producers market ed their 
cattl e  for breed ing , dairy , replacement , and o ther purposes increased 
from seven percent in 19 7 2  to 1 2  percent in 1 9 80 ; and the market ing 
percentages increased for the producers in each of the nine d i s tr ic ts 
as well . While all of  the percentage changes from 19 7 2  to 1 9 80 were 
small , at  1 0  percent or less , this may have been an indica t ion of a 
trend for producers to change or d ivers ify the purpose  o f  the ir cat tle 
market ing choices . 
Table 4 . 8  contains marketing inf ormation as in Table 4 . 7, but 
expresses the categor ies of cat tle marketed in volume numbers . The 
state to tals indicate a decrease in producers marketing cattle as 
s tockers and feeders and cattle sold for slaughter from 19 7 2  to 1 9 8 0 . 
As indicated in Table  4 . 7, there was an increase in the s tate  to tal of 
cattle sold for replacement , breeding , dairy , and other from 2 10, 000 in 
19 7 2  to 2 81, 0 4 2  in 1 9 80 . The information from Table 4 . 8  also ind icates 
Table 4 . 8 :  CATTLE AND CALVES :  Supply and Marketings , by Type , by Distric t , South Dakota ,  1 97 2  and 
1980 
Sold as Stockers 
and Feeders 
District 1972  1 980 
1 Northwest 169 , 000 1 67 , 309 
2 North Central 2 60 , 000 2 05 , 344 
3 Northeast 187 , 000 143 , 533 
4 West Central 153 , 000 153 , 087 
5 Central 2 62 , 000 2 09 , 019 
6 East Central 22 0 , 000 142 , 93 6  
7 Southwest 97 , 000 68 , 996 
8 South Central 193 , 000 154 , 441 
9 Southeast 1 99 , 000 142 , 681 
Market ings from Farms and Ranche�/ 
Sold for Sold for Replacement , Total 
Slaughter Breeding , Dairy, etc . Market ings 
1 97 2  1980 1 97 2  1980 1 97 2  1 980  
62 , 800 
142 , 600 
107 , 600 
58 , 100 
127 , 2 00 
184 , 400 
67 , 2 00 
7 7 , 100 
223 , 000 
22 , 380  
66 , 461 
7 9 , 8 60 
2 6 , 283  
7 3 , 7 84 
2 05 , 921  
8 , 71 6  
33 , 797  
195 , 385 
23 , 400 
3 0 , 900 
18 , 7 00 
21 , 300 
30 , 600 
24 , 800 
14 , 400 
24 , 000 
2 1 , 900 
45 , 356  2 5 5 , 2 00 2 3 5 , 04 5  
3 7 , 850  433 , 500 3 09 , 655  
2 2 , 5 61 313 , 300 245 , 954 
2 2 , 345  232 , 400 2 01 , 7 1 5  
50 , 544 419 , 800 333 , 34 7  
34 , 54 5  42 9 , 2 00 383 , 4 02 
11 , 823  1 7 8 , 600 8 9 , 535  
25 , 32 9  2 94 , 1 00 213 , 567 
3 0 , 68 9 443 , 900 3 68 , 7 5 5  
State 1 , 74 0 , 000 1 , 387 , 346  1 , 05 0 , 000 712 , 58 7  210 , 000 281 , 042  3 , 000 , 000 2 , 38 0 , 97 5 
l/ Total marketings by farmers and ranchers .  Includes interfarm sales . 
Ul 
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a dec line in the total state marke tings f rom three mill ion in 19 7 2  to 
2 . 3  million in 1980 . Part of this change is due to the cat tle cycle . 
Cattle Marketed by Weight Group , 19 7 2 ,  1980 
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Producers in  each of  the nine d is tr icts have made some changes 
in the weight group at  which they marketed their cat tl e .  The numbers 
reflec t ing these changes f rom 19 7 2  to 1980 are contained in Table  4 . 9 .  
The producers in the sta te showed a large reduct ion in the 
percentage of catt l e  marketed in the less than 500 pounds category 
from 19 7 2  to 1980 . In 19 7 2 ,  S outh Dakota producers marke ted 3 2  percent 
of their cat t l e  in thi s  weigh t category compared to only 18 percent in 
1980 . . Comparing the individual districts  in Tab le 4 . 9 ,  the producers 
from d is trict s  2 ,  3 ,  4 ,  5 ,  6 ,  8 ,  and 9 subs tantially decreased their 
marketing in the les s  than 500 pounds category from 1 9 7 2  to 1980 . 
Contrary to this trend , producers from dis tric ts 1 and 7 increased 
their marke ting of cat tl e  in this weight category . Producers in dis­
tric t one increased their market ings in this  weight  ca tegory from 40  
percent in  19 7 2  to  4 5  percent in 1980 and the producers in distric t 
seven increased their market ings in this weight category from 3 1  per­
cent in 19 7 2  to 4 5  percen t  in 1 9 80 .  
An increase in the number o f  producers market ing cat tl e  in the 
500- 699 pound category is ind icated in Table 4 . 9 .  S tate producer s 
showed an increas e o f  marketing cattle in this category from 1 7  percent 
in 19 7 2  to 28 percent in 1 9 80 . Each o f  the nine distric ts  also showed 
an increase in the percentage of cat tle that producers marketed in this 
weight category . Producers from districts 2 ,  4 ,  5 ,  7 ,  and 8 ,  each 
Table 4 . 9 :  CATTLE AND CALVES :  
1980 
Less than 
500 lbs 
District 19 72 1980 
1 Northwes t 40 45 
2 North Central 3 1  15 
3 Northeas t 3 2  1 3  
4 West  Central 42 3 7  
5 Central 31  8 
6 Eas t Central 28  5 
7 Southwes t 3 1  4 5  
8 South Central 43 2 6  
9 Southeas t 20 6 
State 32  18  
Farm and Ranch Marketings by  Weight Group , South Dakota , 197 2 and 
Percent Marketed bl Weight GrouE 
Over 
500-699 lbs 700-899 lbs 900-1099 lbs 1 100 lbs Total 
197 2  1980 19 72  1980 197 2 1980 197 2 1980 1972 19 80 
2 1  2 4  1 1  13  18 11 10 7 100 100 
19 37 13 19 24 14 13 15 100 100 
17 22  14  24  26 14 11  27  100 100 
20 32 11 13 18 10 9 8 100 100 
2 1  4 0  1 5  1 8  20 13 13 2 1  100 100 
12 18 13 13 30 30 17 34 100 100 
15 26 13 15 27 10 14 4 100 100 
15 42 12 13 14 8 16 11 100 100 
13 18  14  15 35 22  18 39 100 100 
17 28  13  16  24  16  14 2 2  100 100 
IJ1 
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indicated an increase o f  10 percent or mor e  in market ing i n  t h e  weight 
group 500-699  pound s , f rom 1 9 7 2  to 1980 . 
The 700-899  pound weigh t category also revealed producer 
increases for market ing cattle  from 1 9 7 2  to 1980 . S ta t e  producers 
increased their p ercentage of market ing in this weight group from 13 
percent in 197 2 to 16 p ercen t  in 1980 . Each o f  the individual dis tric ts 
and their producers indicated small percentage increases from 19 7 2  to 
1980 for this weight category . 
There was a reduc tio n  in the percen tage of  producers market ing 
their cattle in the 9 00-1099 pound category . S tate cat tle producers 
market ed 24 percent of their cat tle in this weight group in 1 9 7 2  and 
1 6  percen t  of  their cat tle in this weight group in 1980 . In each 
dis trict ,  producers maintained or reduced the percentage of  cattle 
market ed in this weight group from 197 2  to 1 9 80 . 
S tate  producers increased the percentage o f  cattle  marketed in 
the weight  cat egory over 1 100 pounds from 1 4  percent in 19 7 2  to  22  
percent in 1980 . Individual district producers s howed a mixture o f  
increased a nd  decreas ed marke t ings for this weight group . While all 
the state producers as  a group incr eased the marke tings in this weight 
group , the producers in dis tric ts 1 , 4 ,  7 ,  and 8 decreased their 
market ings . Producers in dis tric ts 3 , 6 ,  and 9 decmonstrated market ing 
percentage increases o f  over 1 6  percent  from 197 2  to 1980 . Producers 
in dis tric ts  2 and 5 incurred small percentage increases in market ing 
their cattle in this  weight category from 1 9 7 2  to 1980 . 
S tates o f  Des tination for South Dako ta Cattle , 19 7 2 ,  1 9 80 
The maj ori ty o f  cattle exported from South Dakota in 19 7 2  and 
1980 went to three neighboring s tates : Iowa , Minnesota , and Nebraska 
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(Table 4 . 10) . Eighty-seven percent o f  the cattle shipped in 1 9 80 went 
to one o f  thes e  three s tates . Ninety-eight percent of  the cattle 
shipped went to nearby or  neighboring states with only two p ercent 
going to all other s tates (Map 4 . 1) .  The to tal number o f  cattle shipped 
as b reeding , dairy , s tockers , and feeders increased from 19 7 2  to 1 9 80 ; 
and the total number o f  cattle shipped for slaughter decreased from 
19 72 to 19 80 . The to tal shipments for S outh Dakota producers decreased 
from 1 , 744 , 089 in 19 7 2  to 1 , 6 34 , 800 in 1980 . 
Chi-Square Analysis of  Market ing Characterist ics 
Utilizing personal characteris tics o f  the 1980 s urvey respon-
dents and selected marketing charac teris tics of  the respondents ,  a 
chi-square analysis  was conduct ed to test  for independence o f  thes e  
variab les . Table 4 . 11 contains a summary of  this information , wi th 
contingency tables for marketing activi ties contained in Appendix 
Table 2 .  
In this s tudy o f  personal and marke ting characteris tics , the 
null hypotheses are that there is no difference between : 
1 .  type of  f arm organization and type of market used  
2 .  type o f  f arm organization and breed marke ted 
3 .  type of  farm organization and cattle or calf use 
4 .  type of  farm organization and market information used 
5 .  producer educational level and type o f  market used  
6 .  producer educational level and breed marketed 
7 .  producer educational level and cattle or  calf use 
8 .  producer educational level and marke t information used 
9 .  years in bus iness and type of market used 
10 . years in b us iness and breed marketed 
11 . years in business and cat tle or calf use 
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Table 4 . 10 :  CATTLE AND CALVES : Expo rt s from South Dako ta by Stat e 
De st inat ion , 197 2 , 198 all of 
Breed ing ,  dairy , 2 1 
stockers and feeders- S laught er To tal 
Shipped to 1 9 7 2  1 98 0  1 9 7 2  1980 1 9 7 2  1980  
Head 
Colorado 2 8 , 73 0  3 1 , 4 00 2 , 400 3 1 , 13 0  3 1 , 4 00 
Ill ino is 8 , 53 5  1 4 , 920  2 , 1 60  8 , 53 5  1 7 , 08 0  
Iowa 400 , 07 1 444 , 4 60  2 51 ,g9o 4 2 , 5 6 0  6 5 1 , 07 1  4 8 7 , 02 0  
Kansas 33 ,
17
9 2 1 , 960 
3 / 
3 3 , 7 69 3 1 , 96 0  
Michigan 4 , 060 6 , 4 09 4 , 06 0  
Minnesota 2 2 7 , 7 00 3 2 1 , 240  181 , 000 4 5 , 94 0  4 08 , 7 00 3 6 7 , 18 0  
Missouri ll 3 , �90 1/ 3 , 04 0  3 , 54 8  6 ,74 0 
Montana 1 1 , 47 8  1 , 200 ll 1 2 , 6 7 8  1 3 , 48 0  
Neb raska 3 1 6 , 44 7  42 0 , 440 17 0 , 000 1 5 6 , 460  4 8 6 , 44 7  57 6 , 900 
No rt h  Dako ta 1 6 , �'8 1 9 , 500 15 , 000 8 , 2 60 31 , 748  2 7 , 7 60 
Oklahoma 1 , 5 6 0  3 / 1 9 , 611 1 , 5 6 0  
Texas 3 / 6 , 54 0  3 / 1 , 580  1 2 , 88 9  8 , 12 0  
Wiscon s in  3 , 633 18 , 4 60 7 , 900 1 1 , 53 3  18 , 4 6 0  
Wyoming 1 9 , 47 7  43 , 100 1 9 , 47 7  4 3 , 1 00 
Other S tat es 6 ,  044 9 ,  98 0 5 00 6 , 54 4  9 ,  980 
Total 1 , 11 0 , 38 9  1 , 37 4 , 2 8 0  633 , 7 00 2 60 , 52 0  1 , 7 44 , 08 9  1 , 634 , 800 
�/ Export s  are cred it ed to state where f i rs t  po int of delive ry is 
sp ecified . Fo r example ,  cat tle shipped to S ioux C it y ,  Iowa P ubl ic 
Stockyards are cred it ed as export s  to Iowa although these same an imals 
may even t ually end up in another state .  Expor t s  also inc l ude cattle 
shipped out o f  So uth Dakota r egard less o f  s tate o f  origin .  For 
example , cat t l e  shipped o ut o f  S ioux Fal ls Pub l ic Stockya rds to 
another stat e are shown as expor t s  altho ugh they may have been 
ra ised in a stat e o ut s ide o f  South Dako ta . 
�/ Source : Livestock San ita ry Board , P ie rre , South Dakota . 
l/Breakdown not p ubl ished to avo id disc losur e  o f  ind iv idual operat ions .  
Inc l uded in t o tal s only. 
Map 4 . 1 :  S tate of Des tination of Cattle and Calves Shipped Out of South Dakota , 1980 , Percent o f  To tal 
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* Table 4 . 11 :  Chi-Square Resul ts for Marketing Activi ties 
Type of 
Organ izat ion 
Educat ion 
Level 
Year s in 
Bu s iness  
Age of 
Produc er 
Sales  
Level 
Type o f  Market 
2 
( E ) x 01 @ 9df = . 21 . 6660 
2 
Calculat ed X = 
52 . 3937 
2 
(E) X @ 9df = 
· 01 21 . 6660 
2 
Calculat ed X = 
94 . 33 76  
2 
(E ) X Ol @ 3 6df = . 58 . 57 13 
2 Calculated X = 
27 5 . 6711 
2 (E) X Ol @ 3 9df = . 62 . 4109 
2 Calculated X = 
120 . 8279  
2 
(E) X Ol @ 15df  = . 3 0 . 5 7 79  
2 
Calculated X -
517 . 0957 
Breed 
2 (E ) x 01 @ 48df = . 7 3 . 6613 
2 
Calculated X = 
177 . 9001 
(E ) X2 @ 48df  = 
. . 01 7 3 . 6613 
2 
Cal cula t ed X = 
164 . 8385  
2 
(E) X @ 1 92df = 
. 01135 . 807 
2 
Calculated X = 
1324 . 9690 ' 
2 
(E) X Ol @ 2 08df = . 1 35 . 807 
2 
Calculated X = 
97 1 . 27 3 2  
2 (E) X Ol @ 80d f  = . 112 . 3 290 
2 
Calculated X = 
613 . 4856 
Use 
(E) x2 @ 27d£ = - . Ol 4 6 . 9630 
2 Ca1cu1a ted X = 
7 3 . 3 248  
(E ) X2 @ 27df = 
. Ol 4 6 . 9630 
2 Calculated X = 
84 . 3 7 2 3  
(E ) X
2 
@ 108d f = 
. 01135 . 807 
Calculated x2 = 
1 92 . 4184 
2 
(E) X . 01 @ 1 17d f = . 135 . 807 
2 Calculated . ){ = 
164 . 23 0 ' 
2 
( E ) X Ol @ 45df = . 69 . 922 3  
2 
Calculat ed X = 
38 9 . 5 5 98 
*contingency Tables for Marketing Activities are in Appendix Table 2 .  
Market Informa t 1on 
(E ) x2 01 @ 2 ld f  = . 3 8 . 9321  
2 
Calculat ed ·x = 
204 . 4025  
2 
(E ) X  @ 2ldf  = 
. 01 38 . 9321  
2 Calcula.t ed X = 
2 2 6 . 38 95 . 
(E ) X2 Ol @ 84d f = . 1 1 7 . 04 38 
. 2 ·· Calculated · X = 
. 385 . 64 62 
(E) X
2 . 01 @ 9ldf = . 1 25 . 2851  
2 Calculated X = 
' 44 9 . 4 690 . 
2 
( E ) X . Ol @ 35df = . 57 . 2 914 5 
2 Calculated X = 
4 2 2 . 94 97 
0\ 
N 
12 . years in business and market information used 
13 . age o f  producer and type o f  market used 
14 . age o f  producer and breed marketed 
15 . age o f  producer and cattle or calf us e 
16 . age o f  producer and market information us ed 
17 . sales level o f  producer and type of  market used 
1 8 . sales level of producer and breed marketed 
1 9 . sales level o f  producer and ca t tle or cal f  use 
20 . sales level of producer and market information used 
The alternative hypo theses assumes that there is a difference 
between the variab les lis ted in one through 20 above . 
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All of  the calculated chi-s quare variables were larger than the 
expected chi-square variables . This indicates that all o f  the variab les 
showed a dependence and were significant at  the . 0 1 level unless a one 
in 100 ( . 01 )  mischance in sampling occurred . 
By accept ing the alterna tive hypo theses , we accep t that there 
was a difference for the 20 variables . For example , there was a 
difference for the producers of  varying ages and the type o f  market  
they used in  selling their cat tle . The remaining 19 hypotheses may be 
interpreted in a s imilar manner . 
To be  more exp licit , the square in the upper left  corner of  
Table 4 . 11 can be  interpreted as  follows - the expected chi-square 
value at  the 9 9  percent confidence level and nine degrees of freedom is 
21 . 6660 .  The calculat ed chi-square is 5 2 . 39 3 7 . Since the calculated 
chi-square is larger than the expec ted chi-square we rej ec t the null 
hypo thesis that any difference between type of farm organiza t ion  and 
type of markets used is due to chance . 
CHAPTER FIVE 
PURCHASING DECIS IONS 
Introduction 
Purchasing of cattle by purpose , weight group , and channel is 
the focus of  this chap ter . South Dako ta cattle producer  data available 
from the S outh Dako ta Crop and Lives tock Reporting Service for 1 9 7 2  is  
compared to the current 1980 survey data where possible . 
Other areas addressed in this chapter include method of  trans-
porting cattle from market  and cattle imports from o ther s tates to 
South Dako ta . Finally , there is a presentation of the results o f  
chi-square ana lysis used to test  the signif icance of  interrelat ionships 
among producer charac teris t ics and type of  market us ed , breed of cattle 
produced , type of  cat tle  enterpris e ,  and market information us ed . 
Maj or Method of  Transporta tion from Marke t 
In the 1980 survey , producers were asked to identify the 
method of transpor ta t ion us ed the maj ority of the time for transporting 
their cattle from marke t . The four methods us ed with frequency o f  
respons e and the percent o f  the to tal were : 
Maj or Method Number of  Respondents Percent o f  To tal 
1 .  Seller Hauled 7 80 50%  
2 .  Hired Truck 589  38% 
3 .  Self  Haul ed 1 9 2  12%  
4 .  Other 7 less than 1%  
Cattle hauled by the seller was the mos t  frequently used method of  
. 
transportat ion .  Fifty percent o f  the survey respondents used this 
me tho d .  Thirty-eight percent of  the survey respondents hired a truck 
to transport their  cattle from market .  Twelve percent of the survey 
respondents hauled the cat tle they purchased themselves . A small 
percent o f  o ther methods were us ed according to the respondents to 
this survey . 
1 9 80 Cattle Purchasing Channels 
6 5 
The maj or  market channel options available to cat tle purchasers 
include public s tockyard , farm auction , sales barn , and direct to 
buyer . Tab le 5 . 1  contains the producer responses indicating the market 
channels used for purchasing cattle in South Dako ta . The tab le 
includes the producer responses for each of  the nine crop reporting 
districts for four cattle categories and a summation of  channels us ed 
for all cattle purchased in South Dakota . The four catego ries o f  
cattle are slaughter cat tle and calves , s tocker and feeder cattle and 
calves , breeding and dairy , and o ther . 
As indicated in Table 5 . 1 ,  there was very little purchasing of  
slaughter l ives tock by farmers and ranchers . There were two percent or  
less  for  each of  the nine dis tric ts and one percent for  the to tal s tate 
purchases  in this category . The information gathered in this  survey 
does indicate that producers purchas ing cattle and calves in this 
category used either the sales barn or direct method o f  channels . 
The cattle producer ' s  marke ting decis ions for s tocker and 
feeder cat tle and calves purchased is also contained in Table  5 . 1 .  Of 
all four marketing categories , this category included the highest 
percentage of  purchas ing activity by the survey respondents . Summing 
Table 5 . 1 :  CATTLE AND CALVES :  Method o f  Farm and Ranch Market ing and Classes Purchased , 
South Dako ta ,  1980  
Percent of  All Cat tle and Calves Purchased Through : 
Market ing District  Public Stockyards Farm Auc tion Sales Barn Direc t Total 
Slaughter Cattle  and Calves 
1 Northwest * * * * * 
2 North Central * * * 2 2 
3 Northeast * * * * * 
4 West Central * * * * * 
5 Central * * * * * 
6 Ea st Central * * * * * 
7 Southwest * * 1 * 1 
8 South Central * * * * * 
9 Southeast * * 1 * 1 
State * * * * 1 
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
Stocker and Feeder Cattle and Calves 
1 Northwest * * 60 1 61 
2 North Central * * 69 4 7 3  
3 Northeast * * 81 2 83  
4 West Central 1 * 54 5 60  
5 Central * 4 58 12 7 4  
6 Ea st Central 6 * 61 1 9  8 6  
7 Southwest * * 41 5 46  
8 South Central * 18 58 7 83 
9 Southeast 5 * 69  15  85  
State 2 2 64 11 7 9  
Breeding and Dairy Cat tle and Calves 
1 Northwest * 2 6 9 1 7  
2 North Central * * 4 9 13  
3 Northeast * * 3 3 7 0'\ 
-cont . - 0'\ 
Table 5 . 1 :  CATTLE AND CALVES :  Method o f  Farm and Ranch Market ing and Cla sses Purchased , 
South Dako ta ,  1 98 0 ,  Cont inued 
4 West Central * * 1 0  1 2  2 2  
5 Central * * 6 1 0  1 6  
6 East Central * 1 2 4 7 
7 Southwest * * 12  27  3 9 
8 South Central * 1 3 6 1 0  
9 Southeast * * 4 3 7 
State * 1 4 6 1 1  
Other 
1 Northwest * * 1 6  6 2 2  
2 North Central 1 1 6 5 1 3  
3 Northeast * * 5 5 1 0  
4 West Central * 1 13 4 18 
5 Central * * 7 3 1 0  
6 Ea st Central * * 3 3 6 
7 Southwest * 1 5 8 14  
8 South · Central * * 4 3 7 
9 Southea st * * 5 2 7 
State * * 6 3 9 
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -
All Cat tle and Calves 
1 Northwest * 2 82  1 6  1 00 
2 North Central 2 1 7 9  18 1 00 
3 Northeast * 1 8 9  1 0  100 
4 West Central 1 1 78  20 100 
5 Central * 4 7 2  2 4  100 
6 East Central 5 2 67 2 6  100 
7 Southwest * 1 5 9  4 0  1 00 
8 South Central * 18 66 16 100 
9 Southeast 5 * 7 6  1 9  100 
State 3 3 7 4  2 0  100 
*Very few or none purcha sed by this method . 
0'\ 
........ 
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over all nine dis tricts resul ted in a total o f  79  percent o f  all cattle 
purchas ed in South Dakota as s tockers and feeders . Each o f  the nine 
dis tricts ' respondents indicated sales barn as the mos t  prevalent 
channel used when purchasing their cat tle and calves . Respondents in 
all nine districts , except the respondents from district seven , 
purchased over 60 percent o f  their cattle and calves as s tockers and 
feeders . Although less than two percent o f  all state p roducers pur­
chased their cattle and calves in this category via a farm auction , the 
producers in dis trict eight purchased 18 p ercent of their cat tle in 
this category through the farm auction channel .  
The cattle  producer ' s  channels used for breeding and dairy 
cat tle  purchases are contained in Table 5 . 1 .  For all s tate producers 
the direct  method at  six percent was the mos t  used method for pur­
chasing cat tle and calves for breeding and dairy . District  s even pro­
ducers purchased 27 percent of their cattle  and calves in this  category 
us ing the d irect channel method . Public stockyards and farm auc tion 
were us ed one percent or less for all state producers purchasing cattle 
and calves for breeding and dairy . 
The o ther category included calves purchased in cow/calf pairs , 
cattle purchased for rodeo purposes , and cat tle purchased as unknown .  
Only nine p ercent o f  the s tate ' s  cattle are purchased in this category 
according to the survey respondents . For all of the nine dis t ricts  
combined , sales b arn was the most  often used channel .  Pub lic s tock­
yards and farm auct ion were utilized one percent or less in each o f  the 
nine districts by purchasers of cat tle in the o ther category . 
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A collec t ive summary o f  the four ca tegor ies is found under the 
heading , all ca t tle and calves , in Table 5 . 1 .  Sales barn was the mo s t  
common channel f o r  purchas ing ca t tle f o r  a l l  the South Dako ta produc ers . 
S eventy-four percent o f  all ca t tle purchased went through a sales barn . 
All nine d is tr ic t s ' produc ers us ed sales barn the mos t  frequen t ly . The 
dir ec t me thod o f  purchasing ca t tle was us ed by produc ers in each o f  the 
nine dis tricts at a rate o f  10 percent or more . The pub l ic s toc kyard 
channel was us ed very l i t tle by any of th e producers in the nine dis­
tric ts . The farm auc t ion channel was used very l i ttle by produc ers in 
each of the nine d is tric ts exc ep t for produc ers in d is tric t  eight who 
us ed farm auc t ion at a rate o f  18 percent o f  all cattle purchased . 
Accord ing to the respondents o f  the producer survey , over 
850 , 000 ca t tl e  were purchas ed in S outh Dako ta in 1980 via e i ther public 
s tockyard , farm auc t ion , sal es barn , or direc t to the buyer . 
Purchases by Purpose and by Weigh t  Group, 19 7 2 , 1 9 80 
A summary o f  survey resul ts for 1 9 7 2 and 1980 for r espondent 
purchas es by purpose and purchases by weight group is conta ined in 
Tables 5 . 2  and 5 . 3 .  Respondents from the nine distric t s  ind icat e  
chang es i n  purpose o f  the cattl e purchased and changes in the weight 
groups of cat tl e  pur chas ed be tween these two points in t ime . 
Ca ttle Purchased by Purpose,  19 7 2 ,  1980 
Each o f  the nine d is tric ts ' producers have ind icated s ome 
changes in the per cen tage of ca t tle purchased for d if ferent purpo s es 
from 19 7 2  to 1980 . Tab le 5 . 2  contains a summary o f  this data . 
Table 5 . 2 :  CATTLE AND CALVES : Farm and Ranch Purchases by Purpose ,  South Dakota , 197 2 and 1980 
Percent Marketed hi Purpose 
Breeding, Dair�, and Rep lacement Pas ture and Feeding Total 
District 1972 1980 19 7 2  1980 1 9 7 2  1980 
1 Northwest 16 40 84 60 100 100 
2 North Central 15 24 85 76 100 100 
3 Northeas t 12 14 88 86  100 100 
4 West Central 10 41 90 59 100 100 
5 Central 18 25 82 75 100 100 
6 East Central 13 14 87 86 100 100 
7 Southwes t 8 54  92  46 100 100 
8 South Central 17 17 83 83 100 100 
9 Southeas t 7 14 93 86 100 100 
State 13 20 87 80 100 100 
"'-J 
0 
The to tal numb er of cattle purchased in South Dako ta as 
breed ing , dairy , and replacement increased from 13 percent in 19 7 2  to 
7 1  
2 0  percent in 1980 . Percentage increases for the ind ividual nine d is­
tric ts al so occurred . Larg e increas es of ca ttle purchased in this 
cat egory occurred for d is tricts 1 ,  2 ,  4 ,  and 7 producers .  Distric t  one 
producers increased the ir purchases of ca t t le in this category from 1 6  
percent i n  19 7 2  to 40  p ercent i n  1 9 80 . Dis tric t two produc ers increas ed 
their purchas es o f  cattle in th is category from 15 percent in 1 9 7 2  to 
24 percent in 19 80 . Dis tric t four and seven produc ers inc rea s ed the ir 
purchases o f  cat tle in this cat egory from 10 percent in 19 7 2  to 4 1  per­
cent in 1980 and f rom 8 percent in 1 9 7 2  to 54  perc ent in 1 9 80 , 
resp ec tively .  These large increases o f  purchas es o f  cattle in this 
category for producers in dis tricts 1 ,  2 ,  4 ,  and 7 mean a decrease in 
the percentage of ca t tl e  purcha sed in the pas ture and feeding cat egory 
for these f our districts . 
The rate a t  which all s tate produc ers purchased ca t tle for 
pasture and slaugh ter dropped from 87 percent in 1 9 7 2  to 80 percent in 
1980 . All nine dis tric ts ei ther showed a drop and s tayed the same in 
ca ttle purchased by respondents for pastur e  or slaugh ter . 
Cat tle ·Purchas ed by Weight Group, 197 2 ,  1980 
Survey resul ts ind icate that produc ers in each o f  the nine dis­
tric ts have made some changes in the we ight group in which they pur­
chased their ca t tle . The numbers showing these changes f rom 1 9 7 2  to 
1980 are con tained in Table 5 . 3 .  
The producer s  in the state showed a large reduc t ion in the per­
centage of ca t tle purchased in the less than 500 pounds catego ry from 
Table 5 . 3 :  CATTLE AND CALVES : 
Less than 
500 lbs 
District 1972 1980 
1 Northwes t 69 26 
2 North Central 62 46 
3 Northeas t 54 40 
4 Wes t  Central 79 59 
5 Central 59 54  
6 Eas t Central 3 7  2 9  
7 Southwes t so 58 
8 South Central 62 45 
9 Southeast 35 32  
State 55 39 
Farm and Ranch Purchases by Weight Group , South Dakota , 1972 and 1980 
Percent Purchased by Weight GrauE 
Over 
500-699 lbs 700-899 lbs 900-1099 1bs 1100 1bs Total 
1972 19 80 19 72 1980 1972 1980 197 2  1980 . 19 72  1980 
14 45 8 6 8 17  1 6 100 100 
22 30 7 7 8 1 1  1 6 100 100 
21 31 18 15 6 5 1 6 100 100 
12 10 6 6 2 18 1 7 100 100 
25 29 6 6 8 7 2 4 100 100 
30 34 29 27  3 5 1 4 100 100 
20 1 19 11  9 10 2 20 100 100 
21 10 8 3 7 6 2 36 . 100 100 
3 8  3 9  2 3  15 3 11  1 3 100 100 
24 3 1  14 14 6 9 1 7 100 100 
-......! 
N 
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19 7 2  t o  1980 . In 19 7 2 ,  South Dako ta cattle producers purchas ed 5 5  per­
cent of  their catt le in this we ight category compared to 39 percent in 
1 9 80 . Comparing the individual dis tric ts in Tab l e  5 . 3 , the producers 
from dis tricts 1 ,  2 ,  3 ,  4 ,  6 , 7 ,  and 8 substantially decreased their 
purchases of ca ttle in the less than 500 pounds category from 19 7 2  to 
1980 . None o f  the nine dis trict producers increased their purchases 
of ca t tle in this category from 1 9 7 2  to 1 9 80 . 
An increas e  in the percentage of  producers purchasing cattle in 
the 500- 6 9 9  pound category was indicated by the survey respondents . 
S tate producers incre ased the purchasing o f  cattle in this weight 
category from 24 percent in 1 9 7 2  to 31 percent in 1980 . Producers in 
dis tricts 1 and 3 inc reased their purchases of  cat tle in this weight 
category by 10  percent or more from 19 7 2  to 1980 . Producers in 
dis tric ts 2 ,  5 ,  6 , and 9 showed a small inc rease in the percen tage of 
ca ttle purchased in this weigh t  category from 1 9 7 2  to 1 9 80 . Producers 
in dis tric ts 4 ,  7 ,  and 8 reduced the perc en tage of cat tle that they 
purchased in thi s  weight category from 19 72 to 19 80 . 
Fourteen percent of all cat tle purchased by s tate producers 
was in the 700- 89 9  pound weight category in both 19 7 2  and 1 9 80 . Indi­
vidual dis tric t  producers reflec ted some decreases , however .  Producers 
from dis tric ts 1 ,  3 ,  6 ,  7 ,  8 ,  and 9 reported slight  percentage de creases 
from 19 7 2  to 1980 . Producers from di stricts 2 , 4 ,  and 5 reported a 
cons tant purchas ing percentage in this weight  category from 1 9 7 2  to 1980 . 
An increase in the percentage of produc ers purchas ing cat tle in 
the 900- 109 9 pound ca tegory is indicated in Tab le 5 . 3 .  S tate cat tle 
producers purchased six percent of the ir cat tle in this weight category 
in 1 9 7 2  and nine percent o f  their cat t le in this weigh t  category in 
19 80 . Producers in dis tricts 1 ,  2 ,  4 ,  6 ,  7 ,  and 9 sligh t ly increased 
their purchas es in this weight category from 1 9 7 2  to 1 9 8 0 . Producers 
in dis tricts 3 ,  5 ,  and 8 s l ightly decreas ed their purchases in this 
wei gh t  ca tegory from 19 7 2  to 1980 . 
S ta te producers increased the percentage o f  cat tle purchased 
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i n  the weigh t  category over 1100 pounds from one percen t  i n  1 9 7 2  to 
s even percent in 1980 . Producers in each o f  the nine dis tricts 
increased the percen tage o f  cat t le purchased in this heavy wei ght 
category . The producers in districts 7 and 8 dramatically increased 
their purchas es in this cat egory . The changes were from two p ercent in 
19 7 2  to 20 percen t  in 1 9 80 for d is tric t seven and from two percent in 
19 7 2  to 36  percent in 1980 for district eight . 
Cattle Imports Into South Dakota , 19 7 2 , 1 9 80 
The s tates o f  origin for cat tle imported into South Dako ta for 
1 9 7 2  and 19 80 are shown in Table 5 . 4 .  The numb er o f  cat t le and calves 
shipped into S outh Dako ta for b reeding and dairy increase d  from 1 3 , 8 6 6  
in 1 9 7 2  t o  2 1 , 9 7 1  i n  1 9 80 .  The neighboring s ta tes of Minnesota , Iowa , 
Nebraska , Nor th Dako ta ,  Wiscons in , and Wyoming contributed the maj ori ty 
o f  this increase . The t o ta l  number of cat t le and calves shipped into 
South Dako ta for f eeding and s laughter decreas ed from 7 9 4 , 75 5  in 1 9 7 2  
to 4 5 2 , 7 9 3  in 1980 . An inspection o f  individual s ta tes reveals tha t  
the s tates o f  Iowa , Minnesota , Misso�ri , Nebraska , Texas , and 
Wiscons in sub s tantially decreased their selling of cat tle in thi s  
category to South Dakot ans . The to tal inshipments o f  cat t le and calves 
75 
Table 5 . 4 :  CATTLE AND CALVES :  Import s into South Dako t a  by State of 
Or ig in ,  1 97 2 , 1 98 0 1/ 
Nmnber ShiEEed in b� PurEose by Head 
Breed ing and Feed ing and 
Da iry Slaught er Total 
ShiEEed from 1 9 7 2  1 98 0  197 2  1 9 8 0  1 9 7 2  1 980  
Alabama 7 68 7 68 
Ar izona 12 9 1 92 3 2 1  
Arkansas 5 1 , 658 1 , 6 63 
Cal ifornia 8 838 8 4 6  
Canada 1 , 54 7  15 6 2 , 684  13 , 7 5 9  4 , 2 3 1  13 , 915  
Colorado 93 24 6 4 , 2 1 1  2 , 482  4 , 3 04 2 , 7 2 8  
Idaho 2 4 5  3 , 8 01 8 , 33 1  3 , 8 01 8 , 57 6  
Ill inois 3 5  2 04 2 3 9  
Ind iana 3 0  4 1 0  4 4 0  
Iowa 2 61 1 , 2 07 143 , 2 61 23 , 2 1 0  143 , 52 2  2 4 , 4 17  
Kansas 1 4 9  5 5  13 , 4 68 5 , 63 7  1 3 , 61 7  5 , 6 92 
Kentucky 32 1 , 3 03 1 , 3 3 5  
Louis iana 4 8 0  4 8 0  
Michigan 11  11  
Minn esota 1 , 1 69 4 , 051  192 , 040  21 , 607 1 93 , 209 2 5 , 6 58 
Mis s issipp i 32  32  
Missouri 832 2 4 6  2 3 , 09 6  5 ,  07 5 2 3 , 9 2 8  5 , 32 1  
Montana 2 3 9  6 6 0  5 5 , 334 7 7 , 3 92  5 5 , 5 7 3  78 , 052  
Nebraska 7 ' 037  7 ,  93 8 7 9 , 87 3  38 , 843 8 6 , 91 0 4 6 , 7 8 1  
Nevada 2 1 00 1 02 
New Hampshire 8 8 
New Mexico 1 6  8 , 7 6 9 8 , 78 5  
New York 2 2 
North Carol ina 1 1 
North Dako ta 1 , 065 3 , 3 50  178 , 42 1  1 7 8 , 842  1 7 9 , 48 6  182 , 1 92 
Ohio 6 6  6 6  
Oklahoma 177  80  9 , 2 69 6 , 802 9 , 44 6  6 , 88 2  
Oregon 9 3 , 07 4  3 , 083 
Tenessee 621  6 2 1  
Texas 91 1 6  2 6 , 63 9  11 , 43 1  2 6 , 73 0  1 1 , 4 4 7  
Utah 9 1 1 0  
Virgin ia 2 6  2 6  
Washington 1 2 , 1 65 
2 , 1 66 
Wisconsin 510 1 ,  641 10 , 2 7 8  3 , 81 9  
1 0 , 7 8 8  5 , 4 60 
Wyoming 98 1 , 6 90 3'• , 97 6 34 , 948 3 5 , 07 4  
3 6 , 63 8  
To tal 13 , 8 6 6  2 1 , 97 1  7 94 , 7 55 452 , 7 93 
8 08 , 62 1  4 7 4 , 7 64 
];/Source : Lives tock Sani tary Board , Pierre , South Dako_ta . 
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to South Dako ta producers sub s tant ially decreas ed f rom 8 0 8 , 6 2 1  in 1 9 7 2  
to 4 7 4 , 764 in 1 9 80 . 
Map 5 . 1  contains a visual perspec tive o f  the orig ins o f  cattle 
shipped into South Dako ta in ·1 9 80 . Eighty- two percent o f  the cattle 
shipped into South Dako ta were purchased from border ing s tates wi th the 
remaining 1 8  perc ent originat ing from all o ther sta tes and Canada . 
Chi- Square Analys is o f  Purchasing Charac teris t ic s  
U t iliz ing pers onal characteris t ics o f  the 1 9 80 survey respon-
dents and selec ted purchasing charac teris t ic s  o f  the respond ent s ;  a 
chi-square analysis was conduc ted to tes t for independence o f  the 
personal and purchasing charac t eristics . Resul ts o f  the chi-square 
tests are presented in Table 5 . 5 .  
The nul l  hypo thes es for the chi-square analys is were tha t there 
is no difference b e tween : 
1 .  type o f  farm organizat ion and type o f  marke t used 
2 .  type o f  farm organization and breed purchased 
3 .  type of farm organization and cattle or calf use 
4 .  type o f  farm organizat ion and market informa t ion used 
5 .  produc er educational level and type o f  market used 
6 .  produc er educat ional level and breed purchased 
7 .  producer educat iona l level and cat tl e  or calf use 
8 .  produc er educa t ional level and market inf orma t ion us ed 
9 .  years in bus iness and type of marke t used 
1 0 . years in business and breed purchas ed 
1 1 . year s in bus ines s and cattle o r  cal f  use 
1 2 . years in bus iness and market informa tion used 
1 3 . age o f  the producer and type of market used 
14 . age o f  the produc er and breed purchased 
1 5 . age o f  the produc er and ca ttl e or calf us e 
1 6 . age of the producer and market informa tion used 
1 7 . sales l evel of produc er and type o f  marke t used 
1 8 . sal es level o f  producer and breed purchas ed 
19 . sales level o f  producer and cattle or calf use 
20 . sal e s  level o f  producer and marke t information used 
Map 5 . 1 :  State of Origin of Cattle and Calves shipped into South Dakota , 1980 , Percent of To tal 
Canada = 
seale In miles 
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* Table 5 . 5 :  Chi-Square Results for Purchasing Ac tivities 
Type of 
Organizat ion 
Educat ion 
Level 
Years in 
Business 
Age of 
Producer 
Sales 
Level 
Type of Market 
2 
@ 9df = (E) x . 01 
21 . 6660 
Calculated X2 = 
41 . 01311 
2 
(E) x . Ol @ 9df = 
21 . 6660 
2 
Calculated x = 
25 . 88474  
2 
(E) x  01 @ 3 6df = . 
58 . 5713 
2 Calculated x = 
6 9 . 7 5653 
2 
(E) x  01 @ 3 9df = • 62 . 4109 
2 Calculated X = 
95 . 98454 
2 (E) x 01 @ 1 5df = . 
3 0 . 5 7 7 9  
2 Calculated x = 
14 0 . 7 4 68 
Breed 
2 (E) x 01 @ 48df � . 
7 3 . 6613 
2 Calculated X = 
97 . 0318 8  
2 CE}x 01 @ 48df = . 
7 3 . 6613 
2 Calculat ed x = 
7 8 . 55562 
(E ) x2 @ 192df = 
· 01135 . 807 
2 Calculated -x = 
268 . 3928 
2 (E )x  
01 
@ 2 08df = 
. 135 . 807 
2 
Calculated x = 
281 . 57 18 ' 
2 (E )x  01 @ 80df = . 112 . 3 2 90 
2 
Calculated ){ = 
509 . 4 636 
Use 
2 
@ 27df = CE } x . 01 46 . 9630 
Calculated X2 = 
73 � 01364 
2 
(E)x 01 @ 27df = . 46 . 9630 
2 Calculated x = 
3 3 . 35188 
2 (E) x 01 @ l 08df = . 13S . 807 
2 Calculated x = 
. . . . . ' 2 53 . 3 98 3  . 
2 
CE} x  01 @ 117df = . 
135 . 807 
2 Calculated x = 
' 239 . 9188 
(E) x2 01 @ 45df = . 
69 . 9223 
2 Calculated x = 
. . 566 � 91 26 
*contingency Tables for Purchas ing Activities are in Appendix Table 3 .  
Market Information 
2 (E ) x 01 @ 2 ldf = . 38 . 9321 
2 Calculated X = 
90 . 034 5  
2 (E)x  
01 
@ 2ldf = 
. 38 . 9321 
2 Calculated x = 
1 7 3 � 68 3 9  
2 (E ) x 01 @ 84df = . 
117 . 0438 
2 
Calculated ·x = 
257 . 1741  
2 (E ) -x Ol @ 9 ldf = . 
125 . 2851 
2 Calculated x = 
347 . 7873  
2 
(E)x . 01 @ 35df = 
57 . 2 9145 
2 
Calculat ed -x = 
2 96 . 5869 
-.....,J 
00 
The alternative hypo theses s tates that there is  a difference 
b e tween the variab les lis ted in one through 20 above . 
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All of the calculated chi-square variables were larger than the 
expected chi-s quare variables excep t for one hypo thesis , number seven . 
This indicates tha t variab les one through s ix ,  and variables eight 
through 20 showed a dependence , and were s ignificant at the . 01 level 
unles s a one in 1 00 ( . 01 )  mis chance in sampling occurred . 
By accep t ing the al terna tive hypo theses , we accep t  that there 
is a difference for hypo theses one through six and hypo thes es eight 
through 20 . For example , there is a difference for the producers of 
difference sal es levels and the breed of cattle tha t they purchase . 
The remaining 1 8  hypo thes es , excluding hypo thes is seven , may be inter­
preted in a similar manner . 
To be  more explici t ,  the square in the upper right corner of 
Tab le 5 . 5  can be interpre ted as fol lows - the expected chi-square value 
at the 9 9  percent confidence level and 21 degrees of freedom is 
38 . 9 3 2 1 . The calculated chi-square is 90 . 0345 . Since the calculated 
chi- square is larger than the expec ted chi-square we rej ec t the null 
hypo thesi s  that any difference between farm organization and market 
information used is due to chance . 
For hypothes is seven , the calculated chi-square was smaller 
than the expec ted chi-s quare variable . For this hypothesis we can 
accep t the null hypo thesis that there is no difference between the 
different prorlucers ' educational levels and the uses of the cattle or 
calves purchas ed . 
CHAPTER SIX 
SUMMARY ,  IMPLICATIONS , AND RECOMMENDATIONS 
Introduc t ion-Obj ectives and Procedures 
This s tudy was conduc ted to update exis t ing information and to 
create new base data for future cat tle marketing resear ch in South 
Dako ta . 
The general obj ective of this thes is was to s tudy the s truc ture 
of and conduct in South Dako tas ' beef indus try at the producer level . 
Specif ic obj ectives were : 
1 .  To examine selec ted s truc tural characteris tics o f  the South 
Dako ta beef marke t .  
2 .  To determine the magnitude o f  flows o f  cat tle through 
exis ting South Dako ta market ing channels and to determine 
in flow of ca ttle to and out flow of ca ttle from S outh 
Dakota . 
3 .  To identify the us e of  specific marke ting methods and market 
channels by South Dako ta cattle producer s .  
4 .  To examine selec ted personal characteris tics o f  South Dako ta 
ca t t le producers . 
In order to achieve the obj ec t ives it was necessary to conduc t 
a producer level survey . A representative cross- s ec tion of cattle 
producers were surveyed via a telephone interview . A lis t of  2 6 , 6 70 
cat tle producers maintained by the South Dako ta Crop and L ive s tock 
Repo r t ing S ervice was used to draw a representa tive sample of 5 , 5 0 0  
producers . Usable responses numbered 2 , 9 1 0 , which represented 1 1  
percent of the s tate ' s  ca t t le producers . 
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S tatis t ical pro cedures used t o  analyze data included frequency 
count s , cross- tabulations and chi-s quare . 
Findings 
Personal Charac teri s tics o f  South Dako ta Producers 
The mean educat io nal level for all South Dakota cat tle produc­
ers was 1 1 . 6 years . The largest percentage of South Dako ta producers 
in the 0-8 year category were from the Southeas t dis trict at  2 4  percen t . 
The larges t percen tage of South Dakota producers in the 1 7  year plus 
category were from the Eas t Central and Southeas t dis tricts at 1 8  
percent each . 
The mean age of cattle producers was 49 . 2  years . The larges t 
percentage o f  South Dako ta producers les s  than 2 5  years old and 6 5  
years old o r  more were from the Southeas t dis trict a t  2 4  percent and 2 2  
percent respec t ively . Producers in the Northwes t , Wes t  Central , and 
Southwes t dis tric ts , the wes tern part o f  South Dakota , had the larges t 
percentage of producers 6 5  years old or more . 
Sole prop rie torship was the mos t  common type o f  farm organi za­
tion . Seventy- five percent  or more o f  the producers f rom each o f  the 
nine crop reporting dis tricts had indicated this . 
The mean numb er o f  years in bus ines s was 2 5 . 8  years for all o f  
South Dako ta ' s  producers . The largest percentage of producers in 
cat tle produc tion les s than 1 0  years were from the Northeas t dis tric t .  
The larges t percentage o f  producers that had been in cat tle produc tion 
50 years or mo re were from the South Central dis trict . Producers from 
the Nor thwes t ,  Wes t Cen tral , and Southwest  di s tricts had the large s t  
percentage of producers tha t  had been in cat tle produc t ion mo re than 
45 years . 
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The larges t percentage of South Dako ta ' s  producers that had 
gro s s  farm sales of  less than $ 2 0 , 000 and mo re than $ 500 , 000 were from 
the Eas t Central and Southeas t districts . Individual dis trict data 
indicate that few cat tle producers had gross sales of  over $ 250 , 000 . 
Comparing cat tle producers to all South Dako ta farme rs , 1 9  percent of 
the South Dakota cat tle producers had gro ss farm sales o f  $ 100 , 000 or 
more and nine percent of all South Dako ta producers had gro s s  farm 
sales in tha t same category . 
Marketing and Purchas ing Decis ions 
The mo s t  o ften used market information source for marketing 
and purchasing · cattle was radio , and television was second . 
Sales barn and direct were the preferred channels for selling 
s laughter cattle and calves and for selling breeding and dairy cat tle 
and calves . Sales barn was also the preferred channel for s elling 
s to cker and feeder cattle and calves and therefore the preferred 
channel for all cattle and calves sold . The larges t  p roportion o f  
cattle s o ld i n  1980 were f o r  the purpose o f  feeding . 
Very few cat tle were purchas ed for s laught er through any 
channel according to the survey data . Direc t was the preferred channel 
for purchas ing breeding and dairy cattle and calves . Sales barn was 
the preferred channel for South Dako ta producers purchas ing stocker and 
feeder cattle and calves and for all c a t t le and calves purchased . The 
larges t  number o f  cat tle purchased in 1980 were for the purpose o f  
fe eding and pas ture . 
South Dako ta cat tle producers marke ted 18 percent o f  their 
cattle and calves in the les s than 500 pounds category , 2 8  percent in 
the 500- 6 9 9  pound category , 16 percen t  in the 700-899 pound category , 
16 percent in the 9 00- 1099  pound category , and 2 2  per cent in the 1100 
plus pound category , acco rding to the survey resul ts . 
South Dako ta cat tle producers purchased 39  percen t  o f  their 
cat tle and calves in the less than 500 pounds category , 31 percent in 
the 500-6 9 9  pound category , 14 percent in the 7 00- 899 pound category , 
nine percent in the 9 00-109 9  pound category , and seven percent in the 
1100 plus category , according to the s urvey resul ts . 
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There were more cat tle exported a s  feeders , dairy , s to ckers and 
feeders and fewer exported for s laughter in 1980 than in 19 7 2 . Approx­
imately the same number o f  all cattle and calves were expor ted in 19 7 2  
and 1 9 80 . The maj ority of 1980  South Dakota cat tle outshipments went 
to three bordering s tates . Almos t half as many cat t le were shipped 
into South Dako ta in 1 9 80 as had been imported in 19 7 2 . 
Utilizing personal charac teristics  of  the 1 9 8 0  survey respon­
den ts and selected marketing charac teri s t ics of  the responden ts , a chi­
square analys i s  was conduc ted to tes t for indep endence of the variables . 
For personal and market ing characteristics , all variab les tes ted proved 
to be dependent . There was a difference between pers onal characteri­
s tics of the survey respondents and the selected marketing charac teri­
s tics . 
Utilizing the same personal characteris tic s  o f  the 1980  survey 
respondents and s elected purchas ing charac teris tics o f  the respondents , 
a chi-square analysis was conduc ted to tes t for independence o f  the 
variables . For the personal and purchas ing charac t eris tics , all 
variab les tes ted proved to be significant except for one . Fo r the 
hypo thes is that proved to be nons igni ficant , there was no d if ference 
b e tween producers ' educational levels and the uses of the cat tle or 
calves pur chased . All o ther pers onal charac teris tics and se lec ted 
purchasing charac teris tics  were found to be  related or dependent . 
Implicat ions 
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Producers from the wes tern three dis tric ts  o f  S outh Dako ta had 
the oldest  average ages o f  al l dis tric ts and the highes t average years 
in busines s . Because o f  this , a turnover toward younger producers 
and/ or changes in the s truc ture may resul t in these three dis tric t s  in 
the next decade . 
Radio and television were the mos t  important marke t information 
sources for South Dako ta cat t le producers . Education and information 
on marke ting p rac tices and marke ting prices should be direc ted through 
these media . Informa tion from . this survey also revealed that few pro­
duc ers relied on more than two sources of  marke t informat ion . Persons 
relaying marke t informat ion should be aware of that . 
Comparing p revious years ' data to 19 80 data , fewer cat tle were 
marke ted as s laughter cat tle wi th auc tion farm and direct to buyer the 
mos t  o f t en used marke ting channels . More ca t tle were marketed as 
s tockers and feeders and breeding and dairy , compared to previous years . 
Since s tocker and feeder sales increas ed as a percent of to tal sales 
and s laughter decreased , the implication is that South Dakota producers 
are feeding out a lower percentage of their feeder ca t tle than in 
previous years . 
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Comparing 19 7 2  data to  1980  data , the larges t percentage o f  
cattle purchased i n  19 80 were f o r  the purpose o f  pas ture and feeding . 
More cat tle were purchased for b reeding , dairy and replacement in 1 9 80 
than had b een purchas ed in 19 72 . Sales barn was the mos t  o f ten used 
channel for pro ducers purchas ing cattle . The purchas ing changes are 
cons is tent with s elling change s  compared to previous years . This  
indicates that South Dako ta producers are in  a buildup phase .  
Comparing 19 7 2  data to 1980 data , a higher perc entage o f  cat t le 
were so ld a t  over 1100 pounds and a smaller percentage o f  cattle were 
sold at 5 00 pounds or less . A smaller percentage o f  cat tl e were pur­
chased at 5 00 pounds or less and a larger percentage of cat tle were 
purchased in the heavier weight class es . This indicates tha t calves 
are b eing weaned at heavier weigh ts which is cons is tent with current 
trends toward exo tic cross  breeding pro grams . 
Recommendations for Further Research 
This s tudy has provided much of the bas e  data necessary for 
extended research . Using the information from this  s tudy , future 
research in the breakdown o f  pe rsonal charac teris t ics and marketing/ 
purchas ing charac teri s t ic s  should be s tudied . Data from this s tudy 
indicated dependence between pers onal charac teris tics and producer 
marketing/ purchas ing charac teri s t ic s , but further refinement of 
specific differences should be researched . 
The rela t ive profitab ility o� market ing al ternat ives and the 
development o f  a framework wi thin which producers can evaluate future 
marke ting alterna tives should be s tudied . Personal a t t i tudes t oward 
marketing alterna tives should also be included • . 
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Informa tion from th is s tudy on channels and market informat ion 
should be combined with pricing information to give further insight 
into dollar pro fi tab i li ty for cat tle produc ers . 
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A P P E N D I C E S 
Tab le 1 :  Ques t ionnaire 
ADDRESS LABEL 
Correct Name & Address , i f neces s a ry . 
Reported By 
Enumerato r Cocle 
ECONOM I CS DEPA RTMENT 
SOUTH DAKOTA STATE U N I V E R S I TY 
Scobey Ha l l  
Brook i ng s , South Da kota 57707 
SOUTH DAKOTA MARKET I NG SURVEY--CATTLE AND CALVES 
I NTRODUCT I O N :  
Informa t i on on l i ve s tock marke t i ng i s  
needed by p roduc e rs , farm g ro u p s  and 
other i n terested i nd i v i d u a l s .  T he 
resu l ts of t h i s  su rvey w i l l  be of v a l u e  
t o  producers b e c a u s e  i t  co u l d  l ea d  to 
hi gher p r 1 c es for i i v e s toc � ma r�e ted . 
To mee t t h i s dema nd , South Da k o ta 
S tate Un i ve rs i ty i s  c o ndu c t i ng a 
comprehe n s i ve marke ti ng s tudy . 
You were s e l ec ted a s part of a s amp l e 
of producers s c a ttered through each 
d i s tri c t  o f  South Dakota to prov i de 
facts . 
Your i nd i v i d u a l  re sponses wi l l  be kept 
confiden t i a l . 
COF DATA 
COPY FROM I iEM 5 .  
bate 
9 2  
DISTRICT ---- COUNTY _____ ...:...,_ __ _ ID NUNBER ------- STRATA 
(Copy From Labe l )  
QUESTIO��S 
( 1 )  a .  How many ca t t l e  and c a l ves we re o n  your fa rm o r  
ranch January 1 ,  1 98 1 ?  
b.  How many c a t t l e  a n d  c a l ves w e r e  on your farm or 
ranch January 1 ,  1 980? 
(IF NONE I N  la � lb, CONCLUDE I NTERV I EW . ) 
c .  How many c at t l e  and ca l ves on your farm as of 
January 1 ,  1 98 1  were l ea s ed or cus t om fed? 
d . I f  any , briefl y exp l a i n  1 �"' s .. :o nti/nr rue; t- o"' a rr:on�Pment . 
(2) a. How many c a l ves were born on your farm or ranch 
dur i ng 1 980? 
�I 
( I NC LUDE CALVES ON HAND , SOLD OR D I ED - - DO �  INCLUDE CALVES BOUGHT . )  
( 3) a .  Was your 1 980 cat t l e  operat ion ? 
1 - Commerc i a l  
2 - Purebred 
3 - Bot h  
(4) a.  How many cat t l e  and c a l ves did you purchase d u r i n g  1 980? 
( IF NONE , SKIP TO QUEST ION 5 . )  
TOTAL 
BEEF 
AND 
DAI RY 
9 3  
----
Page 2 
cows 
THAT 
HAVE 
CALVED 
I �  
I �  
.... ..J (j 02 ' 03 
Bee f ) 04 
1 . o5 
i I 06 · 
1 ) o1 
� 08 
: 1 09 . : Milk  1 0  
. . . I l l  I 
\ l2 . 
-' 1 3 ' 
Beef} 1 4  1 5  : 16 . 
1
7 
HEIF
.
ERS 18 I 
AND 1 9  i 
HE I FER r CALVES 2 1  um � ��! 26 
STEERS 
1
2
7 
AND 28 
STEER �;� CALVES 3 1 ' 
1
32 
BULLS 3 3  
AND 1 3
4 
BULL 1 3 s 
CALVES . 3 6  
·
3
7 
j 38 
39 
COW/CALF 
1 40 
PAIRS 
. 4 1 
4 2 
43 
(PLEASE RE PORT EACH LOT PURCIIAS ED SEPARATELY) 
USE 
J '  n 1 ca t e  f or : 
Rep l a c ement s ,  
breed i n g ,  
p a s t ure , 
feed l ot , etc . l 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
l 
1 
1 
1 
1 
1 
l 
l 
1 
1 
1 
1 
1 
1 
l 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
·1  
1 . 
I 
' ., 
I 2 
I 2 
I 2 
2 
: 2 
: 2 
2 2 
I 2 
: 2 
2 2 2 
2 2 2 
: 2 2 2 2 
2 2 2 
2 2 ' 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 
No . Breed 
I 3 3 
3 3 
3 3 
i 3 ' 3  . 3 
! 3 3 : 3  ' 3 ' 3 ; 3  1 3 . 3  3 i3 3 
i :i  
i 3  1 3 1 3  ' 3  3 3 3 3 3 3 3 3 3 3 3 1 3 
13 : 3  · 3  1 3 ' 3  
Ave r a g e  I we i ght 
· when 
! purchased 
I 
4 
4 
4 
4 
4 
4 
4 
: 4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
: 4 
4 
4 
4 
4 
I 4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
I 4 
4 
4 
4 
I 
' 
i 
I 
Coun t y  and 
Town S t a t e  
where � where c a t t l e  
purchased 
I 
o r i g i na t ed 
5 : 6 
5 : 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 ; 6 
5 6 
5 6 
� I 6 
5 i 6 
5 6 
5 I 6 
5 I 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 6 
5 I 6 
5 6 
5 6 
5 6 
5 : 6 
5 I 6 
5 6 
5 6 
94  
' r  ypc o f M a r -
kct i n g  fac i : 
i t y  ( t c rm i n  .. 
auc t i on , 
J i rect , e t c  . 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 
7 � 
7 
Page 2A 
What were the maj or sources of cat t l e  market i n format ion that you used in 1 980? 
name in order of import anc e .  Examp l es - local  ne�spapcr , radio , TV ,  Etc . 
What was the maj or method you used to transport catt le  you purc�ased? 
, .... 
(Circle Code) 
Sel l er Hauled 
Buyer Hauled 2 
Hired Truck 3 
Other 4 
95  
P lease 
Page 3 
(5) How many catt l e  and c a l ves were so ld from t h i s  fa rm or ranch lf lfr  
during 1 980? 
cows 
THAT 
HAVE 
CALVED 
HEI FERS 
AND 
HE I FER 
CALVES 
STEERS 
AND 
STEER 
CALVES 
BULLS 
AND 
BU LL 
CALVES 
COW/CALF 
Pa i rs 
(PLEASE REPORT EACH LOT PURCHASED SEPARATELY) 
USE � Indi cat e for : Q .0 Replacement s , No . e ::l brt>ed ing , z 
Q pasture , 
;; feed l ot , ...l 
' 45 I 1 
46 1 
Beef 47 ! 1 
48 1 
49 1 
< so 1 51 1 
52 1 
Milk 53 . 1 
54 1 
55 1 ... 56 1 
Bee) 57 1 58 1 59 ! 1 
60 ;- 1-. 
1 
62 1 
1 61 
r3 64 Milk 65 66 . 67 J 68 1 1 1 1 1 1 
69 1 
70 1 
71 1 
72 1 
73 1 
74 1 
75 1 
76 1 
77 1 
78 1 
79 1 
80 1 
81 1 
82 1 
83 1 
84 1 
85 1 
86 1 
etc . 
2 
2 
2 
2 
2 
2 
2 
2 
I 2 
I 2 
I 2 
2 
I 2 
2 
- -+ �-i 2 
2 
2 
I 2 
2 
2 
2 
2 
2 
2 
2 
2 
: 2 
: 2 
i 2 
2 
: 2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
Breed Avera ge 
we ig ht Town 
when where 
purcha s ed pu rchased 
3 4 l 5 
3 : 4 5 
1 3 : 4 5 
3 4 5 
3 I 4 5 
3 4 5 
3 ; 4 5 
3 I 4 5 
3 4 5 
3 4 5 
1 3 4 5 
1 3 4 5 
' 3  4 5 
• 3  4 5 
� _ 3 - - - 4 5 1 3 4 5 
: 3 4 ! 5 
3 I 4 5 
1 3 I 4 5 
1 3  I 4 5 
3 4 5 
3 4 : 5 
3 4 5 
3 4 I 5 
3 4 i 5 
3 I 4 I 5 
1 3  4 <; 
3 I 4 I 5 
3 I 4 ! 5 
3 4 5 
3 I 4 I 5 
t 3 4 I 5 
3 ' 4 5 
3 I 4 s 
3 I 4 i 5 
3 4 5 
3 i 4 i 5 
3 4 i s 
3 I 4 5 
3 .$ 5 
· 3 I 4 i 5 
1 3 ' 4 5 
I I 
Coun ty and 
Sta t e  
where c a t t l e  
ori g i nated 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
- - -- - . .  
i 0 
6 
6 
I 6 
I 6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
6 
96 
Type o f  Ma r -
ket i ng fa c i : 
i t y  ( t e r m i n� . . auct i on , : d i rect , etc . ·. 
I 7 
7 
7 
7 
7 
7 
7 
7 
! 7 
7 
: 7 
7 
7 
7 
: 7 
,- 7 . . _ - - · - - - -
! 7 
I 7 
I 7 
i 
7 
7 
I 7 
i. 7 
I 7 
I 7 
7 
7 
7 
7 
7 
7 
7 
i 
7 
7 
7 
7 
1 7 ! 7  
7 
7 
Page 4 
What · was your maj or method of transportation to market ? 
'fol 
(Circ l e  One) 
Sel l er Haul ed 
Buyer Hau l ed 2 
Hired · Truck 3 
Other 4 
(6) How many catt l e  over 500 pounds died on thi s farm or ranch in 1980? 
.. .a 
No . 
._OS 
Ave .  weight --------------------
(7) How many ca lves under 500 pounds died on this farm or ranch in 1980? 
..... 
No. Ave . weight --------------------
(8) * How many catt l e  over 500 pounds were slaughtered for your home use in 19807 
.,.c. 
No .  ' . Ave.  weight --------------------
(9) * How many calves under 500 pounds were slaughtered for your home use in 1980? 
.. , 
Ave .  weight � ----------------No .  
• Include anima l s  .custom s laughtered for you b y  a custom butcher , locker o r  s l aughter plant . 
9 7  
Page 5 
( 10) Personal Da t a  ( Quest ions app l y  t o  the operator) 
CWI-
(a) How many years have you been enga ged i n  c at t l e  produc t io n?  --------------- years 
(b) What type of farm or ranch organ i : a t ion do you hav e ?  
�Jr Sol e propr i etorsh ip 
Partnership 
Corporat ion 
(c) 
(d) 
(e) 
Ot her (Exp l a i n )  
Wh a t  percent o f  t he feed used in 1 9 8 0  d id you produce? � ___ 0 _____________ \ 
How many years of educat i on have you comp l eted? _� __ I ____________________ years 
�·" How -o l d  are you? years 
(f) What were your gross fa rm or ranch sales in 1 980? 
··� 
SALES LEVEL 
Les s than $20 , 000 
�2U, VUU t O  $�� . 000 
$4 0 , 000 t o  $ 9 9 , 000 
$ 1 00 , 000 t o  $ 24 9 , 000 
$ 2 5 0 , 000 t o  $49 9 � 000 
t-1ore than $500 , 000 
( 1� Would you l ike to rec eive a copy o f  survey resu l t s which wi l l  be pub l i s hed i n  t h e 
fi rst quarter o f  1 98 2 ?  
YES 
NO 
THANK YOU FOR YOUR COOPERATION 
98 
99 
Contingency Table and Chi-Square Marke ting and Purchas ing 
Data Codes 
Code Age Code Years in Bus iness Code Breed 
1 0- 20 1 0-5 1 Angus 
2 21-2 5  2 6-10 2 Hereford 
3 26- 30  3 11- 1 5  3 Charolais 
4 3 1- 3 5  4 16-2 0  4 S inunental 
5 36-4 0  5 21- 2 5  5 EuroxEuro 
6 41- 4 5  6 26- 3 0  6 EuroxExo tic 
7 46-5 0  7 31- 3 5  7 DairyxBee f 
8 5 1-5 5  8 3 6- 40 8 Other 
9 56- 6 0  9 41- 4 5  1 1  Ho ls tein 
10 6 1-6 5  1 0  4 6- 5 0  1 2  Guerns ey 
11 66- 7 0  11 5 1- 5 5  1 3  Jersey 
12 71- 7 5  1 2  5 6- 60 14  Brown Swis s  
1 3  76-80  13  61+ 1 5  Arshire 
14 80+ 16  Milding 
Shorthorn 
1 7  Other 
Code Us e Sales Level Type of  Organizat ion 
1 Replacements less than 20 , 000 Sole P rop rietorship 
2 Breeding 20 , 000- 39 , 000 Partnership 
3 Pas ture 40 , 000- 99 , 000 Corporat ion 
4 Feedlo t 100 , 000- 2 4 9 , 000 O ther 
5 S laughter 2 50 , 000-49 9 , 000 
6 Unknown 5 00 , 000 or more 
7 Warm-ups 
8 Calves sold in 
cow/ calf pairs 
9 Backgrounding 
10 Rodeo 
Table 2 :  Contingency Tab les for Market ing Activities . 
Type of Marke t --) 1 2 3 4 
Sales J,Level 
1 110 6 6 4 3  7 9  
2 2 2 3  6 1311 141 
3 426 3 8  25 24 359  
4 3 2 5  2 7  1683 424  
5 117 10 245  127  
6 19 0 124 1 3 1  
Breed � 1 2 3 4 5 6 7 8 9 11 12 13 14 15 16 17 
S a 1e steve1 
1 81 285 8 2 314 65 26  10 0 34 3 0 8 0 0 2 
2 148 600 10 1 599 155  31  17  2 108 0 2 1 6 2 5 
3 328 1039 39 13 1143 400 75  31 0 255  4 0 18 0 0 2 
4 274  560 48 34 853 4 2 3  2 9  6 0  0 160 0 0 3 0 0 0 
5 49 88 4 5 199 110 1 17  0 26 0 0 0 0 0 0 
6 13 30 1 2 108 108 3 3 0 9 0 0 0 0 0 0 
� 
0 
0 
Tab le 2 :  Contingency Tables for Marketing Activities Continued . 
Use � 1 2 3 4 5 
Sales Level 
! 1 22  35  13  439  215  
2 45  75  26  891 545 
3 94  161 51 1587 1268 
4 84 169 34 1025 1032 
5 19 51 0 146 266 
6 10 20 7 75  160 
Market Information � 1 2 3 4 
Sales Level 
1 1 196 103 24 142 
2 457 240 80 249 
3 919 506 315 462 
4 761 316 249 288 
5 2 2 3  30 25 41 
6 91 33  20  36  
6 8 
106 8 
88 12 
160 29 
90 26 
10 7 
3 2 
5 6 
0 248 
7 457  
15 69 3 
3 3  493  
16 112 
14 4 5  
9 
0 
0 
0 
2 
0 
0 
7 
18 
31 
144 
117 
19 
26 
8 
0 
6 
27  
3 3  
8 
0 
....... 
0 
....... 
Table 2 :  Contingency Tables for Market ing Activi ties Continued . 
Type of Market � 1 2 3 4 
Type of Organization 
' 
l 1 1054 68 5235  958 
2 19 6 24  1180 258  
3 39 0 296 90 
4 1 0 47  10  
Breed ----+ 1 2 3 4 5 6 7 8 9 11  12 1 3  1 4  1 5  1 6  1 7  
Type of Organization 12 
l 1 718 2070 86 55 2623 9 33 140 92 2 5 35 6 2 31 6 2 7 
2 178 495 7 2 559 2 75 25  39  0 7 7  0 0 0 0 0 2 
3 36 119 15 2 153 87  0 11 0 2 1 0 0 0 0 0 
4 3 24 4 0 13 11 0 1 0 1 0 0 0 0 0 0 
Use � 1 2 3 4 5 6 8 9 
Education Level 
l o-s 56 80 25  1031 765  130  23  0 
9-12 154 248 80 2 2 21 1893 242  4 7  2 
13-16 65 195 29 9 7 7  888 101 14 0 
� 
0 
17+ 12 9 4 9 2  75 12 2 0 N 
Table 2 :  Cont ingency Tables for Marketing Activities Continued . 
Use ---t 1 2 3 4 5 6 8 9 
Type of Organization 
1 1 2 3 3  398 102 3407 2745  3 7 5  6 0  2 
2 41 108 28 716 662 84 21 0 
3 0 25  6 173  19 2 14 5 0 
4 2 0 2 21 21  12  0 0 
Market Information � 1 2 3 4 5 6 7 8 
Type of Organi zation 
l 1 2099 981 510 992 6 3  1694 2 7 1  6 4  
2 520 255 154 199 23 3 45 5 3  3 
3 144 2 3  4 3  6 1  0 72 46 7 
4 4 10 21 7 0 8 4 0 
Type of Marke t � 1 2 3 4 
Education Level 
l 0-8 258 34  1605 213  
9- 12 642 37 3529 6 7 3  ....__ , 
13- 16 347 17 1499 402 
� 
17+ 43 4 131  28  0 VJ 
Table 2 :  Contingency Tables for Marketing Activi ties Continued : 
Market Information ---i 1 2 3 4 5 
Education Level 
l 0- 8 604 208 154 338 6 
9- 12 1450 7 3 5  379 623  3 3  
13-16 655 304 16 7 2 69 35  
17+ 61 23 28 29 12 
Breed --+ 1 2 3 4 5 6 7 8 9 11 
Education Level 
1 0-8 229 611 15 3 785 214 64 25 0 1 5 7  
9-12 446 1468 66 33 1691 704 70  55  2 309 
13-16 2 34 571  27  23  806 361  29 60 0 136  
17+ 28 5 8  4 0 67  30  2 3 0 13  
6 
5 41 
1006 
543  
29  
12  13  14  
3 0 2 
1 2 20 
3 0 8 
0 0 1 
7 
42 
182 
140 
10 
15 16 
0 0 
1 0 
5 2 
0 0 
8 
10 
27  
33  
4 
17 
0 
7 
2 
0 
I-' 
0 
.p.. 
Table 2 :  Contingency Tables for Marketing Activities Continued . 
Type of Market � 1 2 3 4 
Years in Business 
1 1 62  6 311 62  
2 172 13 7 70 1 7 1  
3 116 4 506 123  
4 181 4 863 163 
5 19 7 9 787  1 78 
6 223 21 1056 208 
7 123  11 888 145 
8 134 5 819 146 
9 34 6 309 47 
10 38 1 287 5 2  
1 1  4 2 66 " 11 
12 4 0 62 9 
13 2 10 40 1 
...... 
0 
V1 
Table 2 :  Contingency Tables for Marketing Activities Continued . 
Breed � 1 2 3 4 5 6 7 8 9 
Years in Business 
! 1 53  104 1 1 164 50 3 4 2 
2 111 2 7 2  1 2  10 397 188 21 8 0 
3 102 141 8 6 313  97  18 6 0 
4 110 290 31 5 419 197 14 33  0 
5 111 34 3 13 9 393 194 16 10 0 
6 156 433  13 9 525 194 32 30 0 
7 110 336 14 16 441 148 23  14 0 
8 103 391 7 1 391 140 1 7  1 2  0 
9 38 140 10 2 120 45 8 18 0 
10 25 146 1 0 1 30 42 11  4 0 
11 8 5 3  0 0 18 3 0 1 0 
12 0 45 2 0 21 4 2 1 0 
13 10 14 0 0 17 7 0 2 0 
11 12 13  
44  2 0 
9 7  0 0 
56 4 0 
95  0 0 
7 5  0 0 
108 0 2 
65 0 0 
41 1 0 
15 0 0 
4 0 0 
0 0 0 
0 0 0 
0 0 0 
14 15 
6 0 
1 5 
2 0 
12 0 
2 1 
4 0 
0 0 
0 0 
0 0 
4 0 
0 0 
0 0 
0 0 
16 
0 
0 
1 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
17 
6 
1 
0 
1 
0 
1 
0 
0 
0 
0 
0 
0 
0 
1--l 
0 
0\ 
Table 2 :  Contingency Tables for Marketing Ac tivities Continued . 
Use � 1 2 3 4 5 
Years in Business 
1 1 18 28 9 198 141 
2 41  55  17 5 54 415 
3 29 40 4 343  303  
4 42 5 3  19 569 4 7 2  
5 30 5 3  8 543 486 
6 48 90 29 643  578  
7 30 7 3  19 5 36 4 28  
8 19 61 14 495 443 
9 10 40 7 1 75 149 
10 11 26 7 167  145  
11  2 10 3 3 2  25  
12 2 0 2 3 7  2 3  
13 0 3 0 29  13  
6 
42 
38 
30 
48 
44 
96 
71  
63  
11 
21 
8 
11 
2 
8 
5 
5 
5 
8 
9 
25  
1 1  
9 
3 
2 
3 
0 
1 
9 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
J--1 
0 
""-.J 
Table 2 :  Contingency Tables for Marketing Ac tivities Continued . 
Type of Market � 1 2 3 4 
Age 
! 1 11 0 36 8 
2 30 0 118 27 
3 83  1 399 87  
4 107 5 561 129 
5 145 8 614 150 
6 148 6 7 12 133  
7 200 18 949 187 
8 205 8 1061 2 20 
9 162 21 1049 208 
10 128 14 717  9 6  
11 44 4 326 41  
12  12 0 125 14  
13 14 7 73  10  
14  1 0 24 6 
1-1 
0 
00 
Table 2 :  Contingency Tables for Marketing Activities Continued . 
Breed � 1 2 3 4 5 6 7 8 9 11 
Age 
1 1 5 12 0 0 32  3 0 2 0 1 
2 21 42 0 3 55  27  2 0 2 20 
3 49 126 7 0 198 109 3 10 0 5 7  
4 7 5  179 11 6 298 141 19 9 0 59 
5 97  198 12 12 351 12 5 1 7  1 6  0 81 
6 105 283 11 14 344 130 19 11 0 70 
7 144 350 14 9 444 228 15 38 0 100 
8 131 407 21 9 506 245 32  32 0 105 
9 154 479 22 5 538 153 19 7 0 62  
10 9 2  336 11 1 3 3 3  9 9  22  10 0 45 
11 41 165 1 0 147 33 14 7 0 8 
12 10 72  0 0 47  16  1 0 0 5 
13  11  42  2 0 46 0 0 1 0 2 
14 2 17  0 0 10 0 2 0 0 0 
13 14 
0 0 
0 0 
0 0 
0 4 
3 7 
3 6 
0 4 
0 6 
1 0 
2 4 
0 0 
0 0 
0 0 
0 0 
15 
0 
0 
5 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
16 
0 
0 
0 
1 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
� 
0 
\0 
Tab le 2 :  Contingency Tab les for Market ing Activities Contin�ed . 
Use � 1 2 3 4 5 6 8 9 
Age 
1 12 0 1 0 28 16 6 0 0 
2 7 8 3 7 8  70 9 1 0 
3 20 30 9 2 7 4  204 32 1 0 
4 17 58 9 364 312 39 4 0 
5 28 45 3 442 364 31 7 0 
6 45  53  18  481 372  26  8 0 
7 43 79 22 625 500 75 9 0 
8 39 94 25 625  615 7 3  2 2  2 
9 44 78 24 617  573  9 2  12  0 
10 19 52 11 457 347 57 12 0 
11 11 26 10 183 159 21 6 0 
12 2 4 4 81 50 7 3 0 
13 8 3 0 49 2 7  16 1 0 
14 0 1 0 17  12 1 0 0 
........ 
........ 
0 
Table 2 :  Contingency Tables for Marke ting Activities Continued : 
Market Information --7 1 2 3 4 5 6 7 8 
Age 
1 1 3 5 5 11 0 13  6 7 
2 50 28 16 18 12 35 3 4 
3 132  103 63 78 7 117 27 0 
4 264 126 47 96 0 169 39 0 
5 34 7 121 74  81  10 192 29 0 
6 292 166 84 115 18 183 54  0 
7 417 211 110 213  16 244 30 0 
8 416 198 91 187 6 381 68  0 
9 3 7 7  162 140 201 5 359  56  0 
10 294 90 70 132 8 2 3 9  42 0 
11 100 38 2 2  7 8  0 111 17  0 
12 4 3  7 0 2 2  0 4 3  0 0 
13 29 11  0 19 4 30 3 0 
14 6 4 6 8 0 3 0 0 
1--' 
1--' 
1--' 
Tab le 3 :  Contingency Tables for Purchasing Activities . 
Type of Market � 1 2 3 4 
Type of Organi zation 
� 1 4 8  9 3  1463  85 1 
2 4 25 3 7 8  1 7 5  
3 4 1 132  31 
4 0 0 2 6 
Breed � 1 2 3 4 5 6 7 8 11 12 13 14  1 7  
Type of  Organization 
! 1 323  544  48  55 760 297 25 91 300 1 1 11 1 
2 58 14 1 10 19 154 114 1 7  1 9  so 1 1 0 0 
3 16 34 3 2 58  42 1 6 5 0 1 0 0 
4 2 1 1 0 2 0 0 0 2 0 0 0 0 
Use ---+ 1 2 3 4 5 6 7 8 9 10 
Type of Organization 
j, 1 507 837  145 874 20 10 12 7 4 3  4 
2 90 191 29 245 0 6 2 1 19 0 
3 11 41 13 95  1 2 0 0 5 0 
1--' 
4 2 2 2 2 0 0 0 0 0 0 
1--' 
N 
Table 3 :  Contingency Tables for Purchasing Activities Continued . 
Market Information � 1 2 3 4 
Type of Organization 
! 1 824 263 185 3 3 7  
2 202 10 7 47 54  
3 83 9 11 10 
4 0 2 2 2 
Market Information � 1 2 3 4 
Sales Level 
! 1 56 25 4 36 
2 87 55 18 50 
3 338 147 106 152 
4 346 101 87  116 
5 154 21 14 29 
6 87 22  9 14 
5 6 
2 6  5 5 2  
2 0  111 
0 42 
0 2 
5 6 
1 3 8  
1 12 1 
2 202 
1 7  19 8 
7 7 7  
1 8  49 
7 
140 
32 
9 
0 
7 
15 
12 
46 
56 
8 
40 
8 
20 
1 
0 
0 
8 
0 
0 
1 
17 
3 
0 
I-' 
I-' 
w 
Table 3 :  Contingency Tables for Purchasing Activities Continued . 
Type of Market � 1 2 3 4 
Sales Level 
! 1 2 17 90 75 
2 10 15  174  164  
3 12 41 570 388 
4 15 30 6 7 3  285 
5 7 9 232 64  
6 7 1 192 4 7  
Breed ---+ 1 2 3 4 5 6 7 8 11 12 13 14 1 7  
Sales Level 
t 1 21 49 2 2 51 10 9 1 34 1 0 3 1 
2 57  107 10 6 87 16 2 16  58 1 2 2 0 
3 15 2 268 27 30 269 68 16 4 3  133  0 0 4 0 
4 129 215 16 26 329 15 7 9 35 94 0 0 2 0 
5 17  36  5 6 12 3 86 3 9 28 0 0 0 0 
6 13 19 0 2 88 10 7 1 10 8 0 1 0 0 
I-' 
I-' 
.p.. 
Table 3 :  Contingency Tables for Purchas ing Activi ties Cont inued . 
Use � 1 2 3 4 5 
Sales Level 
! 1 52 59 15  48  2 
2 98  156  26  7 4  0 
3 262  409 43  259 9 
4 154 32 3 83  388 9 
5 31  42 14  223  0 
6 4 35 5 195 1 
Use � 1 2 3 4 5 6 7 8 9 
Education Level 
! 0- 8 111 220 33  207  2 1 0 2 11  
9-12 308 563  97  632  15  13  8 4 32 
13- 16 172  252  51 34 7 4 4 6 2 24 
17+ 19 37  8 31 0 0 0 0 0 
6 7 
3 0 
1 0 
6 13  
5 1 
0 0 
0 0 
10 
0 
4 
0 
0 
8 9 
1 4 
2 7 
0 10 
4 32  
1 2 
0 9 
10 
0 
0 
0 
4 
0 
0 
f-' 
f-' 
V1 
Table 3 :  Contingency Tables for Purchasing Activities Continued . 
Market Information--+! 2 3 4 5 
Years in Business 
J, 1 62 19 9 2 1  6 
2 134 66 32 67 9 
3 138 48 31 2 3  0 
4 150 62 32 46 17 
5 160 34 39 6 4  9 
6 166 65 24 58 0 
7 144 36 41 65 1 
8 90 39 25 20 2 
9 35 2 4 16 1 
10 19 6 7 1 7  1 
11 6 2 0 0 0 
12 6 2 0 3 0 
13 0 0 1 3 0 
6 
56 
85 
56 
106 
75 
111 
72  
9 3  
35 
11 
5 
2 
0 
7 
17  
15 
13 
22 
34 
20 
27 
20 
6 
6 
0 
1 
0 
8 
7 
9 
2 
0 
0 
1 
2 
0 
0 
0 
0 
0 
0 
� 
� 
(J\ 
Table 3 : Contingency Tables for Purchasing Activit ies Continued . 
Breed � 1 2 3 4 5 6 7 8 11  12  13 14 17  
Education Level 
� 0- 8 85 157 15 7 169 54 12 19 63  0 2 2 0 
9-12 208 39 7 29 43 505 240 14 56 17 5 0 1 8 1 
13-16 98 153 28 22 2 7 5  142 14 38 9 9  2 0 1 0 
17+ 8 13 1 4 26 17 3 3 20 0 0 0 0 
Type of Marke t � 1 2 3 4 
Education Level 
l 0- 8 11 14 3 70 191  
9- 12 28 82 1038 526 
1 3- 16 17 18 519 306 
17+ 0 5 49 41 
Market Information�! 2 3 4 5 6 7 8 
Education Level 
l 0- 8 218 37 40 117 1 135 13 1 
9- 12 584 226 138 202 15 335  9 6  2 
13-16 261 108 61 75 30 2 1 7  7 0  1 8  
1-1 
17+ 47 10 6 
1-1 
9 1 20 2 0 ........ 
Table 3 :  Contingency Tables for Purchasing Act ivities Cont inued . 
Type of  Market� 1 2 3 4 
Years in Business 
� 1 0 1 5  1 1 2  8 3  
2 9 16 239  16 3 
3 5 11 196 101 
4 9 15  254 170 
5 3 14 304 1 2 3  
6 12  13  29 2 138 
7 3 1 7  255 119 
8 9 8 29 9 90 
9 2 3 75 33  
10 2 6 36 26 
11 0 0 6 8 
12 0 1 5 9 
13 . 0 0 3 1 
1-1 
1-1 
00 
Table 3 :  Contingency Tables for Purchasing Activities Continued . 
Breed � 1 2 3 4 5 6 7 8 11 
Years in Bus iness 
l 1 17 52 4 5 56 19 4 8 4 5  
2 53  60  10 15 136 62 6 20 64 
3 33 63 8 5 9 3  5 4  5 11 4 3  
4 54  89 9 3 137  73  1 25 52 
5 59 124 6 7 131 65 4 16 31 
6 69 92  9 19 128 71 6 7 50 
7 50 86 5 4 154 42 4 14 35 
8 39 83 5 11  69  58 10 5 26  
9 12 31 5 4 37  5 3 7 8 
10 7 26 2 3 2 5  3 0 0 3 
11 3 8 o· 0 2 0 0 1 0 
12 3 6 0 0 4 1 0 1 0 
13  0 0 0 0 3 0 0 1 0 
12 13  
0 1 
1 0 
0 0 
0 0 
0 0 
1 0 
0 0 
0 1 
0 1 
0 0 
0 0 
0 0 
0 0 
14  
1 
1 
0 
4 
1 
3 
0 
0 
0 
1 
0 
0 
0 
17 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1-' 
1-' 
\.0 
Table 3 : Contingency Tables for Purchasing Activities Continued . 
Use --4 1 2 3 4 5 6 7 8 9 
Years in Business 
l 1 60 7 4  20 55 2 0 0 1 0 
2 111 141 19 136 1 8 0 0 11 
3 65  86 18 130 3 3 0 0 10 
4 86 149 21 166 2 6 2 3 10 
5 62 138 26 201 3 0 9 0 5 
6 81 153 19 186 5 0 0 2 9 
7 66 136 38 137 1 1 1 2 13 
8 39 110 9 141 0 0 2 0 6 
9 19 37 11 42 3 0 0 0 1 
10 14 29 8 18 1 0 0 0 0 
11 0 8 0 4 0 0 0 0 0 
12 4 8 0 1 0 0 0 0 2 
13 1 3 0 0 0 0 0 0 0 
10 
0 
0 
0 
4 
0 
0 
0 
0 
0 
0 
0 
0 
0 
� 
N 
0 
Table 3 :  Contingency Tables for Purchasing Activi ties Continued . 
Use � 1 2 3 4 5 6 
Age 
l l 2 11 4 6 0 0 
2 25 31 5 35 0 0 
3 58 85 13 61 0 6 
4 108 100 15 120 3 2 
5 61 111 20 164 2 2 
6 76 134 17 157 4 4 
7 70 156 20 156 6 0 
8 69 145 44 214 2 4 
9 83  141 2 3  162 1 0 
10 36 105 20 101 3 0 
11 11 3 3  6 30 0 0 
12 5 7 2 11 0 0 
13  6 8 0 0 0 0 
14 0 5 0 0 0 0 
7 8 
0 0 
2 0 
0 0 
0 2 
5 1 
0 1 
4 0 
1 1 
2 2 
0 1 
0 0 
0 0 
0 0 
0 0 
9 
0 
0 
7 
0 
11 
13 
9 
8 
14  
2 
1 
2 
0 
0 
10 
0 
0 
0 
0 
0 
4 
0 
0 
0 
0 
0 
0 
0 
0 
1-' 
N 
1-' 
Table 3 :  Cont ingency Tables for Purchasing Activi ties Continued . 
Breed � 1 2 3 4 5 6 
Age 
J l  2 6 1 0 9 4 
2 4 27  2 4 24 6 
3 26 34 7 1 3  54 44 
4 41  57  6 5 117  57  
5 32 56 7 6 137  68 
6 63  104 8 8 108 51 
7 64 97  8 9 125 44 
8 53 117 9 9 162 7 7  
9 63  105 6 14 138  53  
10 35 75 7 3 65  3 7  
1 1  9 25 1 4 24 10 
12 4 5 1 1 11 2 
13  1 9 0 0 1 0 
14  2 3 0 0 0 0 
7 8 11  
0 0 1 
0 6 25  
4 10 38 
2 12 49 
4 16 50  
5 2 2  3 8  
6 1 5  4 9  
1 7 51  
1 12 27 
7 1 1  24  
2 1 5 
2 1 0 
0 3 0 
0 0 0 
12 13 
0 0 
0 1 
0 0 
1 0 
0 0 
0 0 
0 1 
0 0 
0 0 
24 1 
5 0 
0 0 
0 0 
0 0 
14  
0 
0 
0 
3 
1 
2 
3 
0 
0 
1 
0 
0 
0 
0 
1 7  
0 
0 
0 
0 
0 
0 
0 
1 
0 
0 
0 
0 
0 
0 
� 
N 
N 
Table 3 :  . Contingency Tables for Purchasing Activities Continued . 
Type of Market � 1 2 3 4 
Age 
l l 0 1 12 10 
2 1 4 54 39 
3 3 6 129 92 
4 9 15 195 131 
5 5 21  227  121 
6 0 20 251 139 
7 4 16 261 139 
8 9 12 320 146 
9 13 12 285 118 
10 6 8 168 86 
11 3 3 53  22  
12  3 0 20 4 
13 0 1 1 12 
14 0 0 0 5 
........ 
N 
w 
Table 3 :  Contingency Tables for Purchasing Activities Continued . 
Marke t Information � 1 2 3 4 
Age 
� 1 1 0 3 9 
2 2 7  14 10 13  
3 59 36 17 33 
4 132 47 20 28 
5 183 39 22  35 
6 148 55  35 53 
7 159 54 52 55  
8 148 59 26 72  
9 128 47 30 59 
10 101 17 2 3  2 4  
11 13 11 7 7 
12 7 1 0 9 
13 1 1 0 4 
14 3 0 0 2 
5 6 
0 8 
5 16 
10 52 
0 85 
12 5 5  
3 6 3  
5 68  
3 136  
2 105 
5 7 7  
1 28 
0 7 
0 7 
0 0 
7 
0 
4 
12 
28 
17 
31 
8 
2 7 
36 
11 
6 
0 
1 
0 
8 
0 
7 
4 
4 
2 
1 
1 
2 
0 
0 
0 
0 
0 
0 
I-I 
N 
.p.. 
Map 3 . 6 :  Percentage of Dis trict Cat tle Produc ers by Type of Organiza t ion 
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